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A B S T R A C T 
A STUDY OF COOPERATIVE MARKETIMG IN KASHMIR WITH REFERENCE 
TO MARKETING OF APPLES 
The p r e s e n t s t udy e n t i t l e d "A Study of C o o p e r a t i v e 
Marke t ing in Kashmir With R e f e r e n c e t o Marke t ing of App le" 
i s a modest a t t e m p t t o a n a l y s e t h e c o o p e r a t i v e M a r k e t i n g 
•system of Kashmir in g e n e r a l and a p p l e m a r k e t i n g i n 
p a r t i c u l a r . C o o p e r a t i v e sys tem h a s been i n t r o d u c e d i n 
a l m o s t a l l major economic a c t i v i t i e s of t h e s t a t e b u t 
a t the same t ime i t i s d e p r e s s i n g to n o t e t h a t t h e c o n c e p t 
of c o o p e r a t i v e m a r k e t i n g h a s no t been used i n a p p l e 
marke t ing in i t s t r u e s p i r i t , . F r u i t i n d u s t r y which was 
t h e o l d e s t avoca t i on of t h e p e o p l e in t h e p a s t h a s now 
become t h e backbone^ the S t a t e ' s economy. T i l l t h e dawn 
of i ndependence , the i n d u s t r y was i n do ld rums and cou ld 
no t p l a y a s i g n i f i c a n t r o l e in t h e r e c o n s t r u c t i o n of t h e 
S t a t e ' s economy. The r e a s o n s t h a t k e p t t h e i n d u s t r y 
away from p l a y i n g i t s meaningful r o l e a r e o b v i o u s by 
t h e f a c t t h a t p e o p l e i n v o l v e d in t h i s v e n t u r e c o n s t i t u t e d 
a g roup of *have n o t s ' who l a c k e d a l l node rn i n p u t s fo r 
b o o s t i n g up t h i s i n d u s t r y on s c i e n t i f i c l i n e s . 
With t h e ach ievement of p o l i t i c a l e m a n c i p a t i o n 
an e r a o f p l a n n e d development was i n i t i a t e d t o g i v e 
i i 
p h i l l i p to the economy of the State and Fruit Industry 
was no exception. Kashmir apple lived upto i t s d i s t i n -
guished reputation of being one of the choicest f r u i t . 
Though apple i s also produced in Himachal Pradesh and 
Uttar Pradesh, yet Kashmir continues to be the hub of 
apple industry of the country. The s ta te has not only 
an edge over Himachal and Uttar Pradesh in the f ie ld 
of production but also in marketing as Jammu and 
Kashmir i s the la rges t apple producing and exporting 
sta'te of the count ry . l t i s estimated tha t there are 
more than one lakh orchards in the Sta te a t present 
involving about ten lakh people in various h o r t i c u l t u r a l 
processes. The industry has earned a revenue of 200 
crores in the year 1987-88 besides providing job "to 
more/than 32 per cent of the working population in State 
d i rec t ly and ind i rec t ly . This enployment and income 
generating potent ia l has indeed made the apple industry 
the bulwork of rural economy in the s ta te and there are 
br ight chances to u t i l i s e t h i s sector for the overa l l 
economic development of the s t a t e . But i t s success 
largely depends on market s t ruc tu re , An e f f i c i en t and 
Speedy marketing system i s crucial factor for both the 
modernisation of p ro f i t s and sa t i s fac t ion of the consumer. 
iii 
Temptation of higher returns on one hand and growing 
conpetition and the risk involved on the other hand 
continue to attract the attention of researchers 
towards this important problem. 
It is with this objective that present study 
demonstrates that cooperative^  marketing shell b» the 
right weapon for the efficient utilisation of horticul-
ture resources of Jammu and Kashmir in general and 
apple produce in particular. The present cooperative 
marketing structure in the state as in vogue depicts 
a satisfactory state of affairs, though lagging behind 
in certain vital areas of the state's economy. Hence 
the scholar feelS that positive attempts should be made 
to streamline the cooperative marketing structure in 
its totality. It should also cover those important 
aspects which otherwise remained neglected over the 
past years. Since apple industry occupies dominant 
role in reshaping the state economy and efforts 
therefore, should be made to give more coverage to 
this sector on priority basis with a view to boosting 
up the state exchequer. As a matter of fact apple 
constitutes the hub of the fruit industry, hence 
Iv 
atterrpt has been made under this study to elucidate 
and analyse the economics of apple produce with a view 
to finding out as to which marketing channel should 
reasonably be adopted by the growers in order to 
accelerate their earnings. 
In the apple industry a host of intermediaries 
are involved in the distribution system, all adding 
their margins and profits, making the product more 
exjSensive. In this context a detailed study of the 
present distribution system of apple has been made 
and analysed. Simultaneously, effort has been made 
to work out the price spread in various channels resulted 
in the identification of economical as well as uneconomical 
channels involved in the distribution of apple. 
The market mechanism of apple produce is 
characterised by the control of a few monopolistic 
merchants at Delhi who usually work through commission 
agents at Srinagar, They manage the whole show through 
a remote control system which assures very little to 
the real growers for their produce. The factors through 
which Del^i and Srinagar traders exercise their control 
over the growers are organisation, finance, transport, 
storage, marketing links and vested control of Delhi 
market. However, there are several other problems which 
have marred the fruit industry of the State, These 
problems as discussed in the present study have reduced 
not only fruit returns to the growers but also limited 
the scope of fruit cultivation. 
The study ends up with a number of suggestions 
which the scholar expects would go a long way in 
promoting the cooperative marketing in apple 
produce in and outside the country. 
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INTRODUCTION 
The roots of cooperation can be traced as a 
back as the beginning of hioman c iv i l iza t ion . Cooperation 
as a subject has attracted the attention of social 
reformers, economists, sociologists , po l i t i c ians , 
theologians and cooperators alike ever since i t s 
inception as a form of business organisation in the 
middle of the nineteenth century. The movement of 
cooperation came on the scene when the s i tuat ion was 
ful l of contradictions; when freedom was a d is t inc t 
goal; when democracy was a misnomer in the country 
and exploitation of all kinds was the order of the 
day. Beginning with as an association of individuals 
for "self-help through mutual aid" the cooperative 
method i s now being increasingly applied to agr icul tura l 
and industr ia l production as well as to social welfare 
and educational a c t i v i t i e s . 
Cooperatives have been used during the l a s t 
seventy years as an instrument of al l round development 
of rural economy in India and also preparing a 
ground for the nouriAment of Democratic Socialism. 
The cooperative method has been accepted as aii 
indispensable instrument of democratic planning and 
as an important medium for regeneration of the country 's 
socio-economic l i f e . 
Although cooperative movement has taken strong 
roots in the s t a te of Jamrau and Kashmir since i t s 
inception but the achievements made so far in the 
various fields of cooperative sector have not been 
sat isfactory. 
In view of the above fac ts any study to identify 
and examine the fai lure of the cooperatives in the 
s t a te would be worthvAiile to undertake. Against the 
background the present study en t i t l ed "A Study of 
Cooperative Marketing in Kashmir with reference to 
Marketing of ^ p l e s " , deais with an analyt ical and 
and indepth investigation of the cooperative marketing 
in general and apple marketing in pa r t i cu l a r . >*pple 
marketing i s specially undertaken by the scholar, as 
the hor t icu l ture in Kashmir i s one of the oldest 
indust r ies and i t consti tutes an indispensible sector 
in the s ta te economy. The f ru i t production which was 
j u s t over 4.71 lakh tonnes in 1982-83 has increased to 
7.24 laikh tonnes in 1988-89. At present about more than 
ten lakh people in the s t a te of Jaramu and Kashmir are 
direct ly or indirect ly linked with hor t icu l ture sector . 
I t i s worthy to note tiiat the s t a t e earns an annual 
revenue of about Rs 200 crores from t h i s sector which 
includes a foreign exchange worth about lis. 10 crores 
to 12 crores annually. The facts and figxares clearly 
revealjthat there i s a bright chance to u t i l i s e t h i s 
sector for the overall economic development of the s t a t e . 
Because of th i s fact the s t a t e government has declared 
the hor t icul ture sector of high p r i o r i t y . But i t s success 
largely depends on market s t ruc tu re . An eff ic ient market 
s t ructure has a stimulating as well as regulatory 
influence on production methods. I t can eliminate 
misguided and unorganised production and d is t r ibu t ion 
system. Contrary to th is an ine f f i c i en t marketing system 
can resu l t in a waste of resources. 
Objectives of the Study: 
The study i s designed to highl ight the following 
specific objectives: 
a. To study the cooperative movement in Kashmir. 
b . To analyse broadly the cooperative marketing in 
Kashmir. 
c . To examine t h e e x i s t i n g marke t ing mechanism of apple 
p roduce with s p e c i a l e n p h a s i s on c o o p e r a t i v e sys tem. 
d. To ana ly se t h e c o s t s , p r i c e spread and n e t r e t u r n 
a t d i f f e r e n t channe l l e v e l s , 
e . To a s c e r t a i n t h e r e a s o n s from non-members fo r n o t 
j o i n i n g t h e marke t ing s o c i e t i e s i n t h e a p p l e p roduce 
of the s t a t e , 
f. To f ind o u t t h e sho r t comings and b o t t l e n e c k s i n t h e 
c o o p e r a t i v e marke t i ng in g e n e r a l and a p p l e ma rke t i ng 
i n p a r t i c u l a r . 
g . To sugges t measures for improving t h e p r e s e n t system 
of c o o p e r a t i v e m a r k e t i n g . 
HYPOTHESIS 
I n t h e l i g h t of t h e above o b j e c t i v e s , t h e s t u d y has 
b e e n h y p o t h e s i z e d : 
i . Tha t t h e e x i s t i n g c o o p e r a t i v e m a r k e t i n g l a c k s 
p r o f e s s i o n a l o u t l o o k . 
i i . Tha t Hie c o o p e r a t i v e system has no t been p r o p e r l y 
deve loped and i n t e g r a t e d wi th t h e marke t ing of 
a p p l e p r o d u c e . 
i i i . Tha t marke t ing of app le produce i s n o t remxonerative 
fo r the b a s i c g rowers th rough d i f f e r e n t c h a n n e l s . 
iv . That the marketing costs of ^ p l e through different 
channels hte more excepting cooperative, 
V, That if the defects of cooperative marketing are 
removed in l e t t e r and sp i r i t , i t can prove to be 
the most remunerative for growers, 
RESEARCH METHODOLOGY; 
The data for t h e study has been co l l ec t ed from a l l 
the poss ib le sources - primary and secondary. However, the 
data envisaged through personal in te rv iews with the growers 
const i tu te the main soxorce of information. Data relat ing 
to sale price, marketing cost, method of sale , agency 
selected for sale , commission charges paid, mode and 
charges for packing and transportat ion, price received by 
the growers, reasons for adoption of par t icular channel 
and such other related aspects were collected from the 
selected growers and marketing funct ionar ies / ins t i tu t ions 
by convassing a structured questionnaire (see Appendix 'A') 
The selection of sample was done in four stages 
viz* selection of d i s t r i c t s , selection of blocks,selection 
of v i l lages and finally the selection of apple orchards. 
Rafiabad and Sopore blocks from Baramulla d i s t r i c t and 
Shopian block from Pulwama d i s t r i c t of Kashmir were 
s e l e c t e d purposely for the p resen t study as these are 
the main apple producing blocks in Kashmir. Ten v i l l a g e s 
having maximum area ixnder apple cultivation were s e l e c t e d . 
From each v i l l a g e f i f t e en o r c h a r d i s t s were randomly 
s e l e c t e d . Thus the study c o n s i s t s of a sample of 150 
o r c h a r d i s t s s e l e c t e d at random from 10 v i l l a g e s . Fur ther , 
10 p r e -ha rves t c o n t r a c t o r s , 12 Forwarding agents , 08 
Conroission agents were randomly se l ec ted from the same 
agents 
b l o c k s . In add i t ion to t h i s , 12 Commissiox>/ 15 ^wholesalers 
and R e t a i l e r s were se lec ted on a random b a s i s in the 
Azadpur F ru i t Market a t Delh i . 
The s e l e c t e d growers were c l a s s i f i e d in to three 
broad ca t ego r i e s on the b a s i s of t h e apple bear ing p l a n t s 
of the orchard l and . The c a t e g o r i e s are as fo l lows: 
Category Apple bear ing p l a n t s of orchard lane 
1. iJmall growers 1 - 200 t r e e s 
2. Medium growers 200 - 400 t r e e s 
3. Large growers 400 and above t r e e s 
Further personal in terv iews and meetings with 
the management of Cooperative Department, H o r t i c u l t u r e 
Department and Heads of the F r u i t Associa t ions of the 
S t a t e were conducted regarding var ious i s sue s under 
s tudy . 
Over and above the primary source, the secondary 
source have also been u t i l i s e d . The secondary da ta used 
for the study has been co l l ec ted from the p u b l i c a t i o n s 
and o f f i c i a l records of the following S ta te Government 
Agencies: 
1. Reg i s t r a r , Cooperative S o c i e t i e s , Jaiwnu and Kashmir. 
2. D i rec to ra t e of Hor t i cu l t u r e (P & M) Government of 
Jammu and Kashmir. 
3 . D i rec to ra te of Economics and S t a t i s t i c s , Government 
of Jammu and Kashmir. 
4 . Jammu and Kashmir Hor t i cu l tu r e Produce Marl<eting 
and Processing Corporation, Sr inagar . 
5 . Planning Development Department, Government of 
Jammu and Kashmir. 
6 . D i rec to ra t e of Census Operat ions, Government of 
India , Sr inagar . 
7. Various State Horticulture Agencies and Departments 
engaged in 'var ious Horticulture Marketing a c t i v i t i e s . 
8. Department of Agr icu l ture and Cooperation, Ministry 
of Agr icul ture , Government of Ind ia , New Delh i . 
DESIGN OF THE STUDY; 
The e n t i r e study has been divided i n t o s i x c h a p t e r s : 
Chapter 1 s t a t t e n p t s to analyse the growth and deve l -
opment of coopera t ives both in p re and pos t independence 
pe r iod . I t a lso throws l i g h t on p rogress made by coopera t ives 
during plan per iods and depic t s the o v e r a l l working of 
primary a g r i c u l t u r a l c r e d i t s o c i e t i e s (PACS), Primary non-
a g r i c u l t u r a l Credi t Soc ie t i e s (PNACS), Marketing S o c i e t i e s 
and o the r Cooperative S o c i e t i e s in Jaramu and Kashmir. 
The second chapter ex i i ib i t s the o v e r a l l coopera t ive 
marketing s t r u c t u r e in the S t a t e of Jammu and Kashmir. In 
addi t ion i t seeks t o demonstrate the v a r i o u s marketing 
a c t i v i t i e s of coopera t ive s o c i e t i e s a t apex l e v e l , d i s t r i c t 
level and a t block level and a l s o p o r t r a y s t h e i r working 
in d i f f e r en t bus iness a c t i v i t i e s . 
The th i rd chapter exhibits the present dis t r ibut ion 
mechanism of apple produce with re la t ive merits and demerits 
of a l l exis t ing marketing channels. In addition, i t seeks 
to demonstrate the growers* satisfaction with different 
channel levels and tiie factors responsible for the doominance 
of a par t icu lar channel. 
The fourth chapter examines the marketing costs, 
the pr ice spread under different channels and marketing 
efficiency by working out the ra t io between producers* 
net receipt and t o t a l marketing/S?3ngwith different market 
functionaries under different channels. I t has been 
pointed out that the Cooperative Marketing Qiannel i s 
most remunerative for the growers. 
The f i f th chapter i s devoted to the various 
cooperative marketing problems. Besides, some apple 
marketing problems which have marred the papulari ty of 
cooperative sector have also been discussed* 
The sixth chapter includes the conclusions and 
suggestions. 
C H A P T ER - I 
ORIGIN AND GROrfTH OF COOPERATIVE IN 
JAMMU AND KASHMIR STATE 
The two words "Co" and "OPERATION" c o n s t i t u t e 
"Cooperation" and cha rac t e r i s e i t as an "Association in 
Operation*/ thereby making i t a "Col lec t ive Entrepreneu-
r i a l Activi ty". However, a l l entrepreneurial a c t i v i t i e s 
organised collectively are not cooperation as the 
essent ia l distinguishing feature of cooperation from other 
col lec t ive organised ac t iv i t i e s lay on the "Basis" of 
i t s "Organisation" and "Objectives" of i t s "Operation". 
In India the movement of cooperation came in the 
scene v*ien the si tuation was full of contradictions, when 
freedom was a d is t inc t goal, %*ien democracy was a 
misnocrner in the country and ejqjloitation of a l l kinds 
2 
was the order of the day. As such cooperation i s used 
1, Mahfoozur Rehman, "Genesis of Agricultural Cooperative 
Credit Societ ies in India", Book Rays Publishers, 
New Delhi, 1976, p . 1, 
2. Mlsra, J . P . , "Principles of Organisation of Agricultural 
Cooperative Credit Societies in India", the United 
Press Ltd., Patna. 1936, p . 4. 
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as a method by which ind iv idua ls with l im i t ed r e sou rces 
are enabled to takje p a r t in an organised economic a c t i v i t y 
for mutual bene f i t through mutual shar ing of r e s p o n s i b i l i t y 
for management on the b a s i s of equal p a r t n e r s h i p . 
£ommenting on the concept of coopera t ion , James 
Peter Warbasee i s of the opinion t h a t "Cooperation i s the 
way of l i f e whereby people un i t e democra t i ca l ly , in the 
s p i r i t of mutual end to ge t t h e l a r g e s t p o s s i b l e access 
to th ings and se rv ices they need". 
I think Mr. C.R. Fay i s more s p e c i f i c and p r a c t i c a l 
in t h i s d i r e c t i o n . He def ines coopera t ive soc i e ty as "an 
a s soc i a t i on for the purpose of j o i n t t r a d i n g o r i g i n a t i n g 
among t h e weaik; and conducted always in a coope ra t i ve 
s p i r i t in such terms t h a t a l l v*io a r e p repared to assume 
the d u t i e s of membership may share in i t s rewards , in 
p r epa ra t i on to the degree t o which they make use of t h e i r 
2 
a s s o c i a t i o n " . 
1. Warbasse, James i^eter. The Cooperative, 1946, p . 12. 
2. Fay, C.R., "Cooperation a t Home and Abroad", P.S, King 
and Sons, London, v o l . I I , p . 12. 
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Against the background of this discussion the 
essential charactetistics of a cooperative organisation 
stands out clearly. 
It is an association of persons and not of capital 
as in a limited conpany. It also needs capital but 
the emphasis is on man. 
It is an enterprise and not a charitable association. 
The members not merely share the gains but also 
share the ri^s and run the organisation at their 
own costs. 
It is a voluntary organisation and any coercion of 
persons to join a cooperative organisation is not 
in line with the concept of cooperation. 
- It has democratic management. Every member has 
only one vote, irrespective of the number of shares 
held by him. 
The main objective is not profit but service to 
members at most economical costs. 
Its members are placed on the basis of equality, 
despite, differences of race, religion, creed, 
social status, financial or political position. 
Cooperation can exist only amongst the equals. 
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The distinc± feature of cooperative economy i s 
d is t r ibut ion of social j u s t i c e . The gains of 
cooperation are d is t r ibuted in proportion to the 
business done by i t s members with the i r organisa-
t ion and not on the oasis of the i r contribution 
to the share cap i t a l . 
Thus i t i s evident that the cooperation in i t s e l f 
i s a v^olesome economic concept with social content . 
Significantly, cooperation, as a universal concept, i s 
against domination of any kind and exploi ta t ion in any 
form as such needs the universally applicable p r inc ip l e s . 
The pr inciples and pract ices of cooperation changed from 
time to time on account of confl ict ing in t e rp re t a t ions 
not only in countries having different socio-economic and 
p o l i t i c a l se t ups but even to different farms of coopera-
t ives in the same country.However, the p r inc ip les in 
modern set t ing can be enumerated as under: 
1. Voluntary Association; Membership of a cooperative 
society should be voluntary and open to a l l 
1. Dubhashi, P.R., "Principles and Philosophy of 
Corporation", VKNICM, Poona, 1970, p . 3. 
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persons who can make use of i t s services and 
are willing to accept the responsibi l i ty of 
membership. Neither a r t i f i c i a l r e s t r i c t ions 
stand in the way of one becoming a member, nor 
social, po l i t i ca l or rel igious considerations 
debar any one from i t s membership. 
2. Democratic Manaqementi Cooperative societ ies 
are democratic organisations and their affairs 
should be administered by persons selected or 
appointed in a manner agreed to by members. They 
should be accountable to the members. Members 
of the primary socie t ies should enjoy equal 
r ights of voting (one man one vote) and 
part ic ipat ion in decisions affectiag their 
soc ie t ies . In other primary societ ies , the 
administration should be conducted on a democ-
r a t i c bas is in a suitable form. 
3 . In teres t on Capital: Share capital in a coopera-
t ive society shall receive in te res t , i f any, 
only at a s t r i c t l y limited r a t e . This pr inc ip le 
seeks to neutral ise the d i spar i t i e s caused by 
ownership of c o i t a l and seeks to eliminate 
15 
the prof i t motive as the most impelling motive 
in economic af fa i rs . 
4 . Disposal of Surplus; The economic resul t s of a 
cooperative socie ty ' s operations belong to the 
memoers of tnat society and an;^  surplus arising 
out of the society 's business shal l be so 
dis tr ibuted that no members shall gain at the 
expense of any other person and t h i s may be done 
by provisions for development of the business* 
by provision for common services and by d is t r ibu-
tion among the members in proportion to the i r 
t ransactions with the society but not exceeding 
the proportion of the to ta l dlvisable surplus 
to the to ta l transactions of the society. 
5. Education; All cooperative socie t ies should make 
provision for the education of their members, 
off icers and employees and of the general public, 
in the principles and techniques of cooperation, 
both economic and democratic. I t i s necessary to 
develop knowledge facult ies and s k i l l , enlarge 
outlook, educate members to work harmoniously 
and effectively with fellow members. 
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5. Cooperation Among the Cooperatives; All coopera-
t ive organisations in order to best serve the 
in t e r e s t s of the i r inembers and their communities 
should actively cooperate in a prac t ica l way 
with other cooperatives at local , national and 
international l eve l s . 
7. Cash Trading: This pr inciple s t a t e s that a l l 
t ransactions of the cooperatives should be for 
cash only and no credi t should be granted. This 
pr inciple has no universal va l id i ty as under every 
and modern conditions higher earnings, greater 
spending power, widening range of goods and 
services iri which money can be spent, have 
contributed to build up a mentality among the 
public, which easily accepts the suggestion of 
the raarketeir to buy now and pay l a t e r . 
No doubt, these pr inc ip les form the corner-stone 
but they cannot remain valid for a l l time without additions 
or modifications, ^t i s for th i s reason pr inciple of cash 
trading los t i t s val idi ty in modern se t t ing because a 
number of organisations provide credi t f a c i l i t i e s to their 
members. In fact, cooperative movement developed strong 
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roots in many countries of the world on the varied 
pr inciples consistent with their economic s t ructure and 
t h i s necessitated the organisation of cooperative 
soc ie t ies on uniform principles throughout the world. 
Like other s ta tes of India the Jamrau and Kashmir State 
also prac t i ses the principles set by the internat ional 
cooperative al l iance (ICA) . In the beginning the 
departmental set up, supervisory machinery and audit 
system were different from other s ta tes of India. Jor 
example, in the beginning there was no separate coopera-
t ive department under the Registrar, Cooperative soc ie t i e s . 
Similarly, the audit was done by the employees of the 
cooperatives and not by the independent audlitors. 
However, the basic principles of democratic management, 
one man, one vote, voluntary organisation and service 
motive e t c . , were the same as followed in other par ts 
of the world. 
As the development of cooperative movement before 
and af ter 1947 presents an interest ing account, i t is 
relevant to study the growth pattern of socie t ies of 
Jammu and Kashmir in depth. 
1. Rehman, Mahfoozur., "Cooperative Credit and Agricultural 
Development", Sultan Chand & SODS, New Delhi, 1974, p . 27 
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Cooperative Movement in Jammu and Kashmir; 
Jammu and Kashmir i s the Northern-most s t a t e in 
the country boardered by the neighbouring coun t r i e s of 
China and Pak i s t an . The S t a t e occupies an area of 
2,22,800 sq. kms, which forms 7 .1 per cent of the t o t a l 
area of the Indian Union. Geographically the S t a t e i s 
divided in to th ree d i s t r i c t regions of Jammu, Kashmir 
and Ladakh. Population of the S ta t e , as per Census 1981 
i s 59.54 lakhs, of' vdilch 81.47 per cent depends on 
a g r i c u l t u r e as mainstay. 
I n s p i t e of t h i s prime importance, a g r i c u l t u r e 
in the S ta te has been lagging behind for want of s u f f i c i e n t 
f inance, chemical f e r t i l i z e r s , i r r i g a t i o n f a c i l i t i e s , use 
of improved seeds, use of modern technology and farm 
mechanisat ion. In order to advance loans to the poor 
a g r i c u l t u r i s t s and to keep them away from the c lu t ches 
of money lenders , the S ta t e Government under the r u l e r -
ship of Maharaja Pratap Singh r i g h t l y introduced the 
cooperat ive movement in the year 1912, 
1, O p . c i t . , p . 24, 
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The movement was introduced in the S t a t e to 
p r o t e c t the poor masses, a r t i s a n s and farmers aga ins t 
the e x p l o i t a t i o n of money l ende r s . In 1912-13, a well 
k n i t plan for the development of coopera t ives in the 
S t a t e was undertaken. During the year 1913-14 some 93 
a g r i c u l t u r a l cooperat ive s o c i e t i e s were organised in 
d i f f e r e n t p a r t s of Janmu region with a Cent ra l Bank 
a t Jararau, The whole o rgan i sa t ion was under the charge 
of an o f f i ce r spec ia l ly t r a i n e d for the purpose in 
the Punjab, aided by two a s s i s t a n t s v*io were c a l l e d 
sub - in spec to r s , A t h i r d sub- inspec tor was a l s o appointed 
by the Managing Committee of the Centra l Bank t o a s s i s t 
in the day to day work. The Cen t ra l Bank was not financed 
by the S ta t e , r a t h e r an amount of Rs 5^000 was submitted 
by the Zamindars as share c a p i t a l and S t a t e help sanct ioned 
by the Maharaja was to the tune of Rs 24,000. 
The s a l i e n t f ea tu re s of the coopera t ive s o c i e t i e s 
formed in the Jammu and Kashmir in the beginning were as 
fo l lows: 
I . A few persons (not l e s s than ten l i v ing in the 
same v i l l a g e or town or belonging to the same 
c l a s s , t r i b e , may r e g i s t e r a coopera t ive c r e d i t 
1. Annual Adminis t ra t ive Report of Jammu and Kashmir, 
1913-14, Department of Information, Jammu and 
Kashmir, Sr inagar , p . 40. 
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society for the encouragement of t h r i f t and 
self help'among themselves. 
I I . The main objects of the society were to ra i se 
funds Dy deposits from members and loans from 
government and d i s t r ibu te the money thus 
obtained as loans to members, 
I I I . The accounts of the socie t ies were audited free 
of charge by the officer incharge or by the 
Assistant Inspector. 
IV. The organisation and control of cooperative credi t 
societ ies was put under the charge of a government 
o f f i c i a l . 
V. There was no r e s t r i c t i on on acquiring membership 
of the societ^/ provided a person i s not d i squa l i -
fied in accordance with the bye-laws of the 
society. 
VI. The l i ab i l i t y of the members of the society was 
unlimited except with special provision of the 
officer-incharge. 
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VI I . No dividends were paid from the p r o f i t of a 
s o c i e t y . The p r o f i t s were c a r r i e d to the 
r e se rve fund. However, a bonus was allowed to be 
d i s t r i b u t e d a f te r the funds have grovn beyond a 
c e r t a i n l i m i t f ixed under law. 
VI I I . Loans were allowed only to members. 
IX. I'ne s o c i e t i e s were exempted from fees payable 
under the stamp, r e g i s t r a t i o n and income t a x . 
In t h e following pages, a d e t a i l e d study of the 
development of coopera t ives in Jaramu and Kashmir has been 
made. 
Posi t ion of Cooperative Movement Before 1947; 
Before 1947, the Jammu and Kashmir had a wide 
spread coopera t ive o rgan i sa t ion , which, with the exception 
of the f r o n t i e r d i s t r i c t s of Ladakh and G i i g i t , covered 
the whole of the S t a t e with a ne t work of more than th ree 
thousand coopera t ive s o c i e t i e s a t a l l l eve l s , in urban as 
well as r u r a l a reas , composed for a g r i c u l t u r a l c r e d i t and 
non-cred i t s o c i e t i e s , i n d u s t r i a l s o c i e t i e s and consumer's 
s o c i e t i e s , and s o c i e t i e s for consol ida t ion of a g r i c u l t u r a l 
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hold ings , a r b i t r a t i o n e t c . The movement had a s t rong 
c a p i t a l base. The'owned funds of the s o c i e t i e s formed 
about 50 per cent of t h e i r working c a p i t a l and the r e s t 
was provided by the coopera t ive banks by securing 
depos i t s from the people , vho had a firm f a i t h in the 
p r i n c i p l e s of coopera t ive movement and f u l l confidence 
in the i n t e g r i t y and s t a b i l i t y of these cooperat ive 
i n s t i t u t i o n s . 
The coopera t ive movement was developed in the 
S t a t e t o help the a g r i c u l t u r i s t s and, the re fo re , more 
emphasis was l a i d on the development of a g r i c u l t u r a l 
cooperat ive s o c i e t i e s to advance loans to farmers. The 
number of a g r i c u l t u r a l s o c i e t i e s inc reased from 93 in 
1913-14 to 338 in 1915-16 with a working c a p i t a l of 
Rs 2,46,487, out of which Rs 2,38,842 were advanced by 
the Cent ra l dank t o t h e v i l l a g e s o c i e t i e s and repayment 
amounting to Rs 61,956 (Rs 4 2,535 as p r i n c i p a l and 
2 Rs 19,4 21 as i n t e r e s t t o made in tne same yea r . The 
1. Ahmad, Agha Syed. , "Cooperative Movement in Jainmu 
and Kashmir S t a t e " , Mazdoor Cooperative P r in t ing 
P ress , Srinagar, p . 13. 
2. Report on the Adminis t ra t ion of Jammu and Kashmir 
S t a t e for the year 1915-16, p . 4 1 . 
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number of s o c i e t i e s organised in Jammu Province during 
the year was 122 thus making a t o t a l of 201 as agains t 
79 in 1914-15.^ The t o t a l vorking c a p i t a l of the 
s o c i e t i e s including that of the Central Bank was Rs 3,01,311 
during 1915-16. 
In 1917-18, 422 new soc ie t i e s were organised. The 
v i l l a g e s o c i e t i e s witnessed an increase in t h e i r working 
2 
c a p i t a l to the tune of Rs 6,62,391. The working c a p i t a l 
of the Central tJank was also increased to ks 4 ,45 ,759. In 
1918-19 the number of soc i e t i e s increased by 15 making a 
t o t a l of 775 s o c i e t i e s . An in5)ortant f e a t u r e of the year 
was the establ ishment of three i n d u s t r i a l cooperat ive 
s o c i e t i e s . However, before 1947 the coopera t ive movement 
in the S ta te was predominantly a c r e d i t movement. The 
amount of loans sanctioned by the a g r i c u l t u r a l s o c i e t i e s 
t i l l 1947 i s given hereunder in the t a b l e 1.1, 
An ana lys is of t h e above t ab le e^daibits t h a t 10 
years period between 1914 and 1923 has been a period of 
1. O p . c i t . , p . 42, 
2. Report on the Administration of Jammu and Kashmir 
S t a t e for the year 1917-18, p . 21. 
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TABLE 1.1 
WORKING OF A3RiaJLTURAL COOPERATIVE SOCIETIES CURING 
1914 - 1947 
Year 
1914-15 
1915-16 
1916-17 
1917-18 
1918-19 
1919-20 
1920-21 
1921-22 
1922-23 
1924-25 
1925-26 
1926-27 
1927-28 
1928-29 
1929-30 
1930-31 
1931-32 
1932-33 
1933-34 
1934-35 
1935-36 
1936-37 
1937-38 
1933-39 
1939-40 
1940-41 
1941-42 
1942-43 
1943-44 
1944-45 
1945-46 
1946-47 
Loans advanced 
t o members 
In Rs 
64,904 
4 , 3 1 , 4 0 0 
4 ,22 ,707 
4 , 5 7 , 6 4 8 
2 ,84 ,620 
2 ,00 ,000 
2 ,85 ,992 
N.A. 
3 ,68 ,326 
6 , 3 2 , 5 5 3 
8, 19, 889 
10 ,84 ,365 
9 , 2 3 , 1 6 1 
10 ,47 ,518 
9 , 3 1 , 6 2 0 
8 ,21 ,392 
2 ,30 ,413 
2 ,01 ,906 
1 ,49 ,268 
2 ,11 ,625 
2, 88, 236 
2 ,11 , 214 
1,62,673 
2 ,23 ,644 
2 ,74 ,679 
1, 80, 810 
1 ,66 ,608 
64,757 
1 ,54,822 
1,34,554 
2 ,50 ,068 
3 ,52 ,378 
Loans ctue from 
members 
i n Rs 
53,990 
4 , 1 9 , 4 0 4 
4 , 9 4 , 9 9 8 
6 , 3 0 , 9 3 6 
8 , 2 0 , 6 1 2 
N.A. 
7 ,50 ,937 
N.A. 
15 ,17 ,202 
20 ,65 ,518 
24 ,48 ,464 
29 ,53 ,257 
32 ,20 ,469 
36 ,81 ,203 
4 0 , 7 6 , 8 1 7 
4 4 , 7 9 , 4 6 4 
46, 25, 299 
3 5 , 3 6 , 8 1 1 
45 ,22 ,060 
42 ,77 ,209 
41 ,09 ,800 
4 0 , 7 8 , 2 5 2 
39, 89, 242 
39 ,34 ,657 
33, 26, 125 
36 ,90 ,044 
35 ,63 ,643 
33 ,90 ,466 
30 ,23 ,485 
27 ,48 ,410 
25 ,19 ,268 
22 ,44 ,328 
Loans over< 
i n 8s 
^^ 
810 
2 ,861 
1, 21, 229 
2 , 9 8 , 3 0 2 
N.A. 
— 
N.A. 
3 , 7 7 , 7 5 9 
3 , 2 4 , 6 8 0 
2 ,95 ,616 
3 , 1 5 , 3 0 3 
3 , 0 4 , 3 5 2 
3 ; 5 3 , 4 9 8 
3 , 6 9 , 3 1 3 
4 , 1 3 , 5 7 3 
6 , 6 9 , 6 4 4 
7 , 3 3 , 6 9 6 
7 , 0 8 , 0 1 2 
6 , 2 6 , 4 4 6 
6 , 0 8 , 7 8 1 
8 , 3 7 , 0 3 3 
1 0 , 5 0 , 5 1 1 
1 2 , 7 2 , 7 1 8 
12, 14, 746 
13 ,60 ,119 
1 ,23 ,798 
13 ,35 ,990 
12 ,38 ,260 
1 1 , 4 6 , 1 2 1 
10 ,50 ,863 
8 , 4 4 , 6 5 1 
due I n t e r e s t 
r e c e i v a -
b l e . 
i n Rs 
1,593 
25 ,593 
29,634 
4 6 , 6 1 4 
79, 194 
N.A. 
1 ,10 ,665 
N.A. 
2 ,79 ,357 
2 , 0 2 , 3 2 3 
2 , 4 7 , 5 8 2 
3 , 0 2 , 5 6 8 
3 , 6 1 , 0 1 5 
4 , 7 2 , 7 5 7 
5 , 4 9 , 0 4 3 
7 , 4 9 , 6 8 3 
10 ,61 ,339 
13 ,55 ,637 
15 ,85 ,516 
14 ,57 ,749 
13 ,00 ,423 
1 3 , 9 0 , 7 9 1 
14 ,41 ,919 
14 ,33 ,289 
12, 16,353 
1 4 , 1 5 , 9 1 2 
1 3 , 7 6 , 7 0 2 
13 ,23 ,417 
1 2 , 0 9 , 0 1 2 
1 1 , 8 7 , 6 7 5 
11 ,24 ,076 
10 ,74 ,656 
Source: Agha Syed Ahmad and Rao Pretam Chand, Ckx>perative 
Movement i n J & K, Mazdoor Cooperative P r i n t i n g 
Press , Srlnagar, p , 4 1 . 
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experimentat ion in the f i e l d of cooperat ion in Jainmu and 
Kashmir S t a t e . During the per iod the s o c i e t i e s ' a c t i v i t i e s 
were l imi ted only to providing of loans . The loans 
sanct ioned during t h e per iod increased from Rs 64,904 to 
Rs 3,68,326. The s o c i e t i e s d i s t r i b u t e d loans worth 
Rs 6,32,553 and Rs 2,30,413 in the year 1924 and 1931 
r e s p e c t i v e l y . However, t h i s e i g h t years pe r iod , the 
members were advanced loans , which were beyond t h e i r 
repaying capac i ty . This t rend amounted to an increase 
in the loans overdue from members and t h e amount of 
i n t e r e s t payable by them. To recover funds of the s o c i e -
t i e s , d i f f e r e n t measures were adopted inc lud ing the 
coerc ive p r a c t i c e s , which r e s u l t e d in the l i q u i d a t i o n 
of c e r t a i n s o c i e t i e s . 
The per iod between 19 23 and 1942 wi tnesses 
c e r t a i n ups and downs in the f i e l d of coopera t ion in 
Jammu and Kashmir. The bus iness of the s o c i e t i e s had 
t o face a s u b s t a n t i a l decrease , more so from the year 
1931-32 as depic ted in the t ab l e 1 .1 . The amoxint of loan 
advanced to members decl ined to 64,757 in t h e year 
194 2-43. I t was only in the year 1943-44 t h a t the 
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business of the socie t ies got revived and increased to 
Rs 1,54,822. I t reached to Rs 3,52,378 in the year 
1946-47. 
Before 1947, the cooperative movement was predom-
inantly a c red i t movement. I t was facing con5>etition from 
money lenders who were not only providing credi t to 
ag r i cu l t u r i s t s but also running shops in the vi l lages 
providing agr icul tura l requis i tes and goods of daily 
necess i t i es of l i f e . Thus i t was easy for them to keep 
the cu l t iva tors under influence. On the other hand the 
cooperative c red i t socie t ies provided only pa r t i a l c redi t 
needs and le f t the peasants at the mercy of the local 
money lenders-cupi-traders to meet their requirements. In 
t h i s way the soc ie t ies fa i led to protect the farmers from 
the exploitat ion of money lenders. 
To keep pace with the changing economic s i tuat ion, 
in addition to providing credi t to agriculture sector, 
non-agricultural sectors was also duly encouraged. The 
table 1.2 discloses the position of loans advanced to 
non-agricultural sector t i l l 1947. 
1. Cooperators Bulletin, The Jararou and Kashmir Cooperative 
Union Ltd. Jammu, March 1970, p . 25. 
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TABLE 1,2 
WORKING OF NON»AGRICULTURAL COOPERATIVE SOCIETIES 
Year 
1934-35 
1935-36 
1936-37 
1937-38 
1938-39 
1939-40 
1940-41 
1941-42 
1942-43 
1943-44 
1944-45 
1945-46 
1946,47 
Member-
s h i p 
440 
470 
541 
606 
664 
726 
1,028 
897 
928 
968 
934 
914 
919 
DURING 1934-1947 
Loans Loans 
advanced due 
t o members 
(fis) 
26,064 
21,049 
31,692 
39,272 
42, 164 
55, 240 
57, 504 
69,766 
25, 569 
18, 547 
58, 564 
38, 595 
7 7 , 6 3 1 
1 ,66,228 
62 ,412 
77 ,572 
97 ,504 
1,19,669 
1 ,41 ,891 
1,70,923 
2 ,08 ,412 
2, 14, 945 
2, 35, 730 
2 ,59 ,824 
3 ,44 ,180 
2 ,76 ,915 
Loans 
o v e r -
due 
(Rs) 
28 ,552 
7 , 8 3 8 
27 ,916 
21 ,327 
2 4 , 7 0 7 
10,300 
31 ,319 
48 ,946 
33 ,777 
61 ,627 
55 ,179 
1 ,17 ,842 
50 ,057 
I n t e r e s t 
due 
(Rs) 
14^122 
10,226 
11,776 
15 ,211 
16,942 
17, 243 
18, 746 
18, 815 
20, 109 
25,797 
27,957 
29,716 
45 ,960 
Source : Agha Syed Ahmad and Rao Preetara Chand, " C o o p e r a t i v e 
Movement i n Jammu & Kashmir" , Mazdoor C o o p e r a t i v e 
P r i n t i n g P r e s s , S r i n a g a r , p , 4 3 . 
The t a b l e 1.2 d e p i c t s t h a t t he l o a n s advanced t o 
n o n - a g r i c u l t u r a l s e c t o r by t h e c o o p e r a t i v e s o c i e t i e s 
wi tnessed an upward t r e n a e x c e p t in t he y e a r 194 2-43 and 
1943-44. During the p e r i o d consumer c o o p e r a t i v e s o c i e t i e s 
were encouraged i n t he S t a t e , more s p e c i a l l y du r ing world 
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war I I as the prices of many a r t i c l e s registered an 
unwarranted increase during the war. During the World 
War II and the post-war years the Consunters' Cooperative 
Organization had demonstrated " i t s efficiency and 
usefulness in t h i s field of national economy and the 
need for cooperative organization for t h i s prupose was 
keenly f e l t . To meet the si tuat ion, organisation of 
cooperative stores was encouraged by the Sta te , The 
s tores not only ensured supply of consumer goods at 
fair prices but also exercised a healthy influence on 
the t rade as a whole. These cooperative s tores were the 
associations of small t raders who were supplied goods 
by the control department. 
In short before 1947 the movement covered both 
agricul tural and non-agricultural a c t i v i t i e s . The 
movement though limited was self r e l i an t , sound,stable 
and progressive and made s ignif icant impact upon the 
economy of the Sta te . I t conprised vi l lage based small 
sized credi t societ ies a f f i l i a ted to Central Cooperative 
Banks and banking unions. In the urban areas there were 
small sized cooperative credi t uni ts mainly of poor and 
economically weaker section of the community and a few 
consumer s tores which had a l l sprung up apparently to 
meet conditions of scarcity created by World War I I . 
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Cooperative Movement After 1947; 
In 1947, in the wake of the v i v i s e c t i o n of India , 
came the p a r t i t i o n with i t s concomitant commotion, tumult , 
wholesale des t ruc t ion and ho locaus t . The t r i b a l r a i d s in 
the S t a t e in 1947 and the subsequent occi;5)ation by Pakistan 
of four d i s t r i c t s of the S ta t e i . e , Mirpur, Boonch, 
Muzaffarabad and Baramulla, d e a l t a severe blow to an 
already weak cooperat ive movement, s ince a l a rge p a r t of 
t he loans outs tanding to cooperat ive banks was accounted 
for by s o c i e t i e s in the occupied a r ea . The economy of the 
S t a t e as a v*iole was completely s h a t t e r e d . This adversely 
af fec ted the cooperat ive s o c i e t i e s in the S t a t e , v^lch 
were p a r a l i s e d and became p r a c t i c a l l y defunct, many of 
them beyohd a l l p o s s i b i l i t y of r e v i v a l , r e v l t a l i s a t i o n , 
r e p a i r or reform. Therefore, a f t e r independence, the 
coopera t ive movement in Janmu and Kashmir had to s t a r t 
from a s c r a t c h . 
As the r a i l and road l ink between S la lko t and 
*^ ammu and the Jhelura Valley road between Rawalpindi and 
Srlnagar were completely cu t , communication was s e r i o u s l y 
1. O p . c l t . , p . 2 7 . 
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disrupted. Traffic, commerce and trade with the r e s t of 
the sub-continent came to a s tands t i l l which resul ted 
in acute shortage of consumer goods, including some 
essen t ia l commodities such as food grains, s a l t , sugar, 
cloth, kerosine o i l , edible oil e t c . , and the government 
decided to import these commodities. But a sui table agency 
for t h e i r fair and proper distr ibution was not avai lable . 
The individual merchants, who were exploi t ing the s i tuat ion 
and making exorbitant p rof i t s by black marketing, could 
not be re l ied upon. I t was in th i s direct ion the cooperative 
s tores did a commendable job because of which the govern-
ment came with a soft hand to organise the cooperative 
s t ruc ture in the s t a t e afresh. 
In order to rebuild the cooperative s t ruc ture in 
the Sta te , i t was decided to organise large sized mult i-
purpose cooperative service societ ies at the Patwar 
Halqa Level, v*iich was also considered to be a viable 
un i t . "The objects of these societies included provision 
of c red i t , supply of agricultural inpvats, marketing of 
agr icul tura l produce, distr ibution of consumer goods and 
promotion of subsidiary occupation to the a g r i c u l t u r i s t s " . 
1. Cooperators Bulletin, The Janmu and Kashmir Cooperative 
Union Ltd., Jammu, Aug-Sept. 1972, p . 36. 
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The year 1953 i s an important land mark in the 
economy of Jammu and Kashmir as i t makes the beginning of 
a planned economic development. In Jantnu and Kashmir the 
Five Year Plan was s t a r t ed two years l a t e . The movement 
was a lso to some extent r e h a b i l i t a t e d in 1953 vihen the 
government sanctioned a subsidy of Rs 15.60 lakhs for 
wr i t ing off the loans outstanding aga ins t the s o c i e t i e s . 
During t h i s per iod, over and above the a g r i c u l t u r a l c r e d i t 
s o c i e t i e s , o ther types of cooperatives were s t rengthened 
while some other new a c t i v i t i e s were added t o the cooera-
t i v e f i e l d . 
Cooperative s t ruc tu re , as i t s tands today, has 
thus i t s o r ig in in the post independence pe r iod . Long 
before the Rural Survey Committee's recommendations 
became pub l i c , the. au tho r i t i e s In the S t a t e planned to 
organise la rge s ized v iab le pr imaries with mul t ip le 
o b j e c t s of c r e a i t , supply and d i s t r i b u t i o n of consumer 
goods, marketing and support to subs id iary occupations 
as the base of the movement. A well i n t e g r a t e d federal 
1. By the courtesy of the Jammu and Kashmir Cooperation 
Union Ltd . , Jammu. 
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system was organised in each sec tor of cooperat ion 
v iz j c r e d i t , marketing, consumers and i n d u s t r i a l 
coopera t ives . 
The t a b l e 1.3 shows the p rogress of cooperat ive 
movement in Jammu and Kashmir S t a t e dur ing 1950-51 to 
1987-88. 
The t a b l e 1.3 r evea l s the year -wise pos i t ion of 
cooperat ive s o c i e t i e s in the S t a t e as a whole from 
1950-51 to 1987-88 ind ica t ing the t r ends in the growth 
of number, membership and working c a p i t a l . The number 
of cooperat ive s o c i e t i e s in d i f f e r e n t f i e l d s went on 
increas ing and reached the level of 2, 165 in the year 
1965-66, The membership of d i f f e r e n t coopera t ive 
s o c i e t i e s in the year 1965-66 was 3.12 l a k h s . However, 
with an increase in the number of s o c i e t i e s , t he 
membersnip also showed a r i s i n g t r end and reached 
6.92 lakhs in the year 1987-88 with a ne t inc rease 
of about 122 per cent over 1965-66. The working c a p i t a l 
of the s o c i e t i e s has recorded an i nc r ea se of about 
204 per cent during the year 1987-88 basing i t upon 
the working c a p i t a l of the s o c i e t i e s for the year 
1968-69 which stood at 2,578.84 l a k h s . These r i s i n g 
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TABLE 1.3 
PROGRESS OF CXX)fERATIVE MOVEMENT DURIMG 
1950-51 t o 1987-88 
Y Number of Membership Owned fxind W. Capital 
® ^ s o c i e t i e s ( in lakh (Rs in lakh) (Rs in lakh 
nos.) 
1950-51 
1955-56 
1960-61 
1965-66 
1968-69 
1971-72 
1972-73 
1973-74 
1974-75 
1975-76 
1976-77 
1977-78 
1978-79 
1979-80 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
N.A. 
N.A. 
N.A. 
1,050 
1,548 
1 ,355* 
1 ,426* 
1,553 
1,663 
1 ,700* 
1,687* 
1,716 
1 ,741* 
1,772 
1,848 
1,818 
1,930 
1,971 
1,972 
2 ,008 
2 ,052 
2, 165** 
1.49 
1.99 
2 .71 
3 . 1 2 
3 .30 
3 .86 
4 . 0 2 
3.86 
4 . 0 8 
5 . 0 1 
4 .87 
4 .44 
5 .13 
5 .15 
5 .20 
5 .26 
5.56 
5 .22 
4 ,99 
5 .34 
6 . 2 4 
6 . 9 2 
54 .15 
4 1 . 2 1 
82 .60 
135.24 
269 .68 
N.A. 
n.A, 
232.99 
260.34 
N.A. 
N.A. 
678 .59 
N.A. 
200.66 
1 ,061 .59 
1 ,233.34 
1 ,416 .41 
N.A. 
N.A. 
N.A. 
N.A. 
1 ,145.97 
93.00 
143.01 
402.00 
928.00 
2 ,578.84 
N.A. 
N.A. 
2 ,375.49 
2 ,761.99 
N.A. 
N.A. 
5 ,808 .93 
N.A. 
11 ,865 .08 
9 ,563 .86 
10,903.39 
12,402.16 
13 ,306.82 
5 ,976.34 
6 ,666 .63 
7 ,027 .27 
7 ,827 .42 
Source: Digest of S t a t i s t i c s , J & K Government 1985-86. 
* Annual Administration Report, 1972-73 to 1975-76; 
and 1975-1980, Registrar Cooperative Societies 
J & K, Srlnagar. 
** By the courtesy of the Registrar Cooperative 
Societ ies, J & K, Srinagar. 
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trends in the business of the cooperative soc ie t i e s in 
the Jammu and Kashmir State provide a s igni f icant clue 
of the role of the cooperative movement in the develop-
ment of S t a t e ' s economy. 
- The main reason responsible for the r i s ing trend 
of the cooperative societ ies in respect of number, 
menobership and working capital over the period as shown 
in the table 1.3 i s the diversif icat ion of the a c t i v i t i e s 
of the movement. During the period under reference, 
besides credit cooperatives some new a c t i v i t i e s l ike 
marketing, industry, forestry, t ransport e t c . were added 
to the already exist ing ac t i v i t i e s of cooperation. 
The primary agricul tural c red i t soc i e t i e s in 
Jammu and Kashmir State showed a s igni f icant progress 
during the period under reference. In June 1965, there 
were 1,204 primary Agricultural Credit Socie t ies in the 
State with a membership of 2,74,000. Their cap i ta l was 
Rs 2,31,50,000 and deposits amounted to Rs 6,89,000. The 
table 1.4 depicts the growth of PACS during 1971-72 to 
1987-88. 
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TABLE 1.4 
IROGRESS OF PRIMARY A3RICULTURAL CREDIT SOCIETIES DURING 1971-72 
TO 1987-88 
Year Number of Membership Owned fund Working Loans s o c i e t i e s ( in lakh (Rs in lakhs) Capi ta l Advanced 
nos} (Rs i n (Rs i n 
lakhs) lakhs) 
1971-72* 
1972-73* 
1973-74 
1974-75 
1975-76 
1976-77 
1977-78 
1978-79 
1979-80 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86** 
1986-87** 
1,147 
1,206 
1,298 
1,383 
1,394 
1,409 
1,404 
1,431 
1,473 
1,536 
1,560 
1,558 
1,561 
1,565 
1,585 
1,734 
1987-88** 1,673 
3.07 
3.23 
3.49 
3.57 
3.67 
3.78 
3 .88 
3.89 
4.17 
4 ,12 
4.16 
4.17 
4,19 
4 ,33 
4,57 
4 .73 
5,14 
N.A. 
N.A. 
112.70 
124.44 
N.A. 
N.A. 
177.60 
N.A, 
216.28 
233 .91 
260.85 
373.63 
385 .88 
N.A. 
N.A. 
N.A. 
563 .05 
N.A. 
N.A. 
1 ,346 .94 
1 ,624 .09 
N.A. 
N.A. 
1 ,956 .55 
N.A. 
N.A. 
N.A. 
N.A. 
231.77 
N.A. 
N.A. 
N.A. 
N.A. 
2 ,569 .49 371 .13 
2 , 2 2 1 . 2 3 464 .27 
2 ,572 .26 6 2 8 , 8 8 
2 , 8 5 4 . 9 8 6 7 3 . 4 8 
2 , 9 8 8 . 9 3 N.A. 
N.A. 798 .80 
N.A. 847 .47 
N.A. 886.07 
4 , 3 3 6 . 3 1 1,023.61 
Source: Diges t of S t a t i s t i c s , 1985-86, J & K Government. 
* Annual Administration Reports , 1972-73 t o 1975-76 
and 1975-80, Regis trar Cooperative S o c i e t i e s , J & K, 
Sr i n agar. 
** By the courtesy of the R e g i s t r a r , Cooperat ive 
S o c i e t i e s , J & K, Srinagar, 
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The number of PACS increased continuously from 
1,147 in 1971-72 t o 1,673 in the year 1987-88, making 
a ne t inc rease of about 46 per cent over the base l e v e l . 
The membership of these s o c i e t i e s recorded an increase 
of 67 per cent during the year 1987-88 when i t reached 
the l e v e l of 5.14 lakhs as aga ins t 3.07 lakhs during 
the year 1971-72. The loans issued by the PACS increased 
to Rs 1,0 23.61 lakhs during the year 1987-88 as agains t 
t he base l eve l of 1974-75 which stood a t Rs 231.77 lakhs , 
thus making a net increase of about 352 per cent over 
the base l e v e l . The owned-fund and working capaci ty of 
the primary a g r i c u l t u r a l c r e d i t s o c i e t i e s were Rs 563,05 
lakhs and Rs 4,336,31 lakhs r e s p e c t i v e l y . During the 
same per iod the amount due and amount overdue of primary 
a g r i c u l t u r a l c r e d i t s o c i e t i e s was recorded at Rs 1,239,95 
lakhs and Rs 902,92 lakhs r e s p e c t i v e l y . These PACS cover 
about 6,000 v i l l a g e s of the S t a t e with a populat ion of 
about 32 lakhs out of a t o t a l of 6699 v i l l a g e s with a 
t o t a l populat ion of 38,33 l akhs . 
The opera t ions in regard to primary n o n - a g r i c u l -
t u r a l c r e d i t s o c i e t i e s for the s t a t e as a whole dur ing 
1984-85 to 1987-88 i s shown in the t a b l e 1.5, 
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TABLb 1.5 
PROGRESS OF PRIMARY NON-AGRICULTURAL CREDIT SOCIETIES 
DURING 1984-85 t o 1987-88 
No. of ^^ember- Loans Loans Loans 
y Socie- ship Advan- due overdue 
^ t ies (in ced (RS in (Rs in 
lakh («i in lakhs) lakhs) 
Nos) lakhs) 
1984-85 
1985-86 
1986-87 
1987-88 
50 
53 
62 
66 
0.07 
0,07 
0.071 
0.785 
7.58 
7.89 
15.69 • 
55.26 
39.14 
40.89 
39.36 
52.78 
16.64 
i8.46 
13.95 
16.75 
Source: By the courtesy of the Registrar, Cooperative 
Societies, Jammu and Kashmir, Srinagar, 1989-90, 
The position revealed in the table 1.5 discloses 
a positive trend in respect of primary non-agricultural 
credit societies in the State . During the year 1984-85 
there were only 50 primary non-agricultural credit 
societies in the State and these societies increased 
to 66 during the year 1987-88 making just an increase 
of 32 per cent over the year 1984-85 with a membership 
of 0.785 lakhs. Loans advanced by these societies 
increased from Rs 7.58 lakhs in 1984-85 to Rs 55.26 lakhs 
in the year 1987-88 and overdue loans made a slight 
change from Rs 16.64 lakhs to Rs 16.75 lakhs during the 
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period under reference. Out of t o t a l 66 primary non-
agricultural credit socie t ies in 1987-88, 26 soc i e t i e s 
were in Jammu division and 40 soc ie t i es exis ted in 
Kashmir division. 
Including marketing of agr icul tura l produce which 
has a d i rec t bearing upon the prosperi ty of the farmers 
and thereby sustain a desirable growth r a t e of the 
economy as a whole. In any review of contribution of 
agriculture to economic development, the pr ide of place 
must belong to the growth in agr icu l tu ra l products and 
then i t s marketing on sc ien t i f ic l ines which will ensure 
due rewards to the growers/farmers for the i r productive 
e f for t s . I t i s against t h i s background the next chapter 
i s devoted to analyse the cooperative marketing system 
in Jammu and Kashmir. 
C H A P T E R - I I 
OOQPERATING MARKETING IN JHMMU AND KASHMIR 
The previous chapter c l e a r l y r e v e a l s tha t the 
coopera t ive movement has rece ived cons iderab le a t t e n t i o n 
in Jammu and Kashmir S t a t e l i k e o ther p a r t s of the 
count ry . The cooperat ives were s t a r t e d in Kashmir in the 
year 1912-13. In the beginning, as in otlier p a r t s of 
Ind ia primary cooperat ive s o c i e t i e s were s t a r t e d and 
the main oo jec t ive of such s o c i e t i e s was to provide 
c r e d i t f a c i l i t i e s to a g r i c u l t u r i s t s on ly . In 1919 the 
whole r e s p o n s i b i l i t y of the development of cooperat ives 
was given to provinces . Accordingly in Jammu and Kashmir 
a s epa ra t e Ministry of Cooperation was s e t up. l-ir. Rao 
Preetam Chand was appointed as F i r s t R e g i s t r a r of the 
Cooperative s o c i e t i e s . Under h i s l eade r sh ip the 
coopera t ives were reorganised and s t reng thened . Though 
t h e r e was provis ion of S t a r t i n g Cooperative Marketing 
S o c i e t i e s in Second Cooperative S o c i e t i e s Act of 1912 
bu t in Jammu and Kashmir, such s o c i e t i e s were s t a r t e d 
a f t e r 1919. Since then they have been funct ioning in 
the S t a t e . I t wi l l be t he r e fo re , worthwhile t o make a 
d e t a i l e d study of cooperat ive marketing in Jammu and 
Kashmir. 
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Jammu and Kashmir i s an agr icul tura l State and 
increasing agricul tural production is v i t a l for streng-
thening the s t a t e ' s economy as i t contributes maximum 
percentage of S t a t e ' s income. I t provides enployment/ 
supplies raw materials for industr ies and enriches the 
State exchequer. But i t i s the irony of fate that 
despite t h i s predominance of agriculture in our State 
economy, l i t t l e attention has been paid to the economic 
betterment of the farmer. Neither the farmer has adopted 
farming as a business enterprise nor the State t i l l 
recently had any programme worth mentioning for sc ient i f ic 
concentration, equalisation and proper dis t r ibut ion of 
the agr icul tura l produce. The Royal Commission for 
Agriculture in India has remarked, "unt i l the agricul-
t u r i s t r ea l i s e s that as a se l le r of the produce he 
must study the a r t of the sale either as individual 
or through combination of other producers, i t is 
inevitable that he should come off second best in 
the contest with the highly special ised knowledge and 
the vast ly superior resources of those who purchase h i s 
produce". Kashmiri farmers like other par t s of the 
1. Samiuddin and Rehman, Mahfoozur, "Cooperative Sector 
in India", S. Chand Sc Co., New Delhi, 1984, p.29. 
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country can be compared favourably with those of the 
advanced countries. Rather our farmers are more efficient 
«nd hard working. The root of their tragedy l i e s in the 
fact that they work under adverse circumstances l ike 
uncertainty of ra in fa l l , indebtedness, non-availabil i ty 
of good quality seeds, f e r t i l i s e r s , insect ic ides e tc . 
Inadequate means of transport, insuff icient credi t 
f a c i l i t i e s and sale in unregulated markets where t raders 
and dealers join hands to put the ag r i cu l tu r i s t s in a 
disadvantageous position are some of the inescapable 
facts of their daily existence. Unable to hold on the 
produce in expectation of a l i t t l e r i s e in pr ices , the 
agr icu l tu r i s t i s obliged to se l l at the ra tes dictated 
or fixed by the combination of merchants and agents 
(Calais) i r respect ive of free market sa l e . 
Naturally the farmers of Janmu and Kashmir cannot 
fight single handed against nature and man at one and 
the same time in order to bet ter h is economic condition. 
1. Misra and Pury, "Indian Economy", Himalaya Publications, 
Bombay, 1990, p . 29. 
2. Patel, B.J . , Editorial Note, "All India Cooperative 
Review", NCVI, New Delhi, pp. 64-65. 
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Thus, he)has no des i re for increas ing production as i t 
does not a f fec t h i s economic condi t ion , for h i s product ion 
i s a means to an end. The end l i e s in the p r i c e which 
h i s produce fe tches in tt\e market. Ihe importance of 
marketing in agr icu l tu re i s very well i l l u s t r a t e d by 
saying, " tha t a good farmer has one eye on the plough 
and the o ther on the market". This i s t rue when a g r i c u l t u r e 
i s mainly for subsistence but with the commercial isat ion 
of a g r i c u l t u r e , i t will be more f i t to say, "a good farmer 
— has only h i s hands on the plough but both the eyes on 
the market". He has to look to the market to f ind out 
v*iich crop would be more p r o f i t a b l e and which he would 
grow. Having grown i t , he has to look to the market to 
convert i t a t the roost apportune time in to money. 
The present system of a g r i c u l t u r a l marketing i s 
not well organised and the farmers have t o depend l a rge ly 
on the middlemen for the disposal of the f a r m e r ' s y i e l d 
who have no h e s i t a t i o n in taking the advantage of the 
f a r n e r ' s dependence upon them. The rea l e v i l i s the 
tendency of these in te rmediar ies who exp lo i t t he 
1. Samiuddin and Rahman, Mahfoozur, "Cooperative Sector 
in India" , S. Chand 6, Co,, New Delhi, 1984, pp. 198-199. 
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ignorance and helplessness of the farmers by var ious 
malpract ices l ike a rb i t ra ry deduction from the pr ice 
of the produce, manipulation of weights and sca les 
and col lus ion between the oroker and the buyers . 
These malpract ices were regarded as "nothing l e s s 
than the f t " by the Royal Commission on Agr i cu l t u r e . 
Their ef fect i s further aggrevated by the circumstances 
t h a t large number of cu l t i va to r s are indebted to the 
money lenders and also are on the mercy of middlemen 
who take p a r t in collection, storage, financing, 
insur ing , grading, sale and t r a n s p o r t a t i o n of 
a g r i c u l t u r a l produce. Their charges are ou t of 
proport ion to the services they render , with the 
r e s u l t the producers do not get t h e i r due share 
of the pr ice paid by the ul t imate Consumers. This 
fac t can be explained with the help of t h i s 
cha r t : (See Figure-I) . 
44 
' 
M 
^§ J S 
J D 
H U) 
> 2 
O 
o 
05 
u 
D 
Q 
O 
f 
k 
\ 
f 
< 
H Di 
2 O 
< H 
O < 
> 
\ "-I 
a: 
o 
H 
&4 
o: 
M 
J 
H 
H 
U 
Q: 
1 
oi 
u 
• D 
U5 
Z 
o 
^ 
45 
The agencies in the chain of marketing from the 
producer to the manufacturer and consumer depend xtpon 
the na ture of the crop. The a g r i c u l t u r a l produce of the 
farmer passes through var ious s tages before i t reaches 
the consumer. Between the producer and the consumer 
severa l middlemen and spec ia l i sed agencies handle the 
produce and they charge higher p r i c e s for t h e i r s e r v i c e s . 
Thus the producer losses considerable por t ion of p r ice 
paid by the u l t imate consumer. Recognising the v i t a l 
iapor tance of ensuring remunerative p r i c e to the growers, 
the government of India have adopted a po l icy of assur ing 
minimum support p r ice for p r inc ipa l crops such as food 
g ra ins , sugar cane, ground nut, o i l seeds , pulses, e t c . 
Public and semi-public agencies l i ke Food Corporation 
of India , S t a t e Civi l Supplies Corporation, State 
Cooperative Marketing Federa t ions and o the r Gorpoxations 
of India are engaged in providing marketing support to 
the farmers through procurement opera t ions for some of 
these commodities at minimum support p r i c e . Since 
i n f r a s t r u c t u r e of the publ ic agencies i s l imi ted and 
covers only l imi ted areas , la rge r e l i a n c e i s placed 
on the cooperat ive net work, which has i t s roo ts spread 
iffiito the v i l l a g e l eve l s and nearer t o farmers for 
46 
providing remunerative p r i c e s for fa rmer ' s produce 
through the coop'erative marketing net work. 
Cooperative Marketing i s a process of marketing 
through a Cooperative a s soc i a t i on , a voluntary bus iness 
o rgan isa t ion framed by i t s members for mutual benef i t 
and se l f he lp . Commenting on the concept of cooperat ive 
marketing, the R. i i . I , reproduces as "Cooperative Marketing 
i s the system of vAiat a group of farmers and market 
gardners j o i n together to carry in some or a l l the 
processes involved in br inging goods from the producer 
to the consumer". For, the c l a r i f i c a t i o n of the concept 
some of the de f in i t i ons are reproduced as under: 
According to Bakker and Schher, "Cooperation in 
marketing i s a business undertaking amenable to the 
economic forces but not to a l l t r a d i t i o n s , codes and 
p r a c t i c e s which effect p r i v a t e cormiercial e n t e r p r i s e s " . 
Thus the main object of Cooperative Marketing 
Society i s to enable farmers to market t h e i r produce 
1. O p . c i t . , p . 204. 
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t o t h e b e s t advan tage , by s t r e a m l i n i n g the whole 
p r o c e s s of movement of goods t o t h e consuming m a r k e t s . 
The b a s i c p r i n c i p l e of c o o p e r a t i v e m a r k e t i n g i s , t h e r e -
f o r e , t o s t r e n g t h e n t h e economic p o s i t i o n of the f a r m e r s / 
p r o d u c e r s by i n c r e a s i n g t h e i r c o l l e c t i v e b a r g a i n i n g power 
and f a c i l i t a t e j o i n t o p e r a t i o n f o r mutual b e n e f i t . I t 
h e l p s t h e members t o p roduce t h e b e s t p r o d u c t s and t h o s e 
most i s demand. I t s t a n d s for f a i r t r a d i n g p r a c t i c e and 
u se s i t s i n f l u e n c e a g a i n s t r i n g s and m a n i p u l a t i o n of 
p r i c e . I t s t r e n g t h e n s t he f a rmer s p o s i t i o n a s a s e l l e r , 
a s s u r e s him of r e g u l a r t r a d e o u t l e t , and e n a b l e s him 
t o o b t a i n b e t t e r p r i c e s 
COOPERATIVE MARKETING STRUCTURE 
I n I n d i a Coope ra t i ve Marke t ing i s an o r g a n i s e d 
b a s i s came t o be s t a r t e d only i n 1930s . E a r l i e r a 
few a t t e m p t s were made t o o r g a n i s e m a r k e t i n g s o c i e t i e s 
on a v o l t i n t a r y b a s i s , e . g . a t Kumbhakanoam (1913), 
Kadag (1918) , S u r a t (1930) for t h e s a l e of comnod i t i e s 
l i k e c o t t o n , f r u i t s , v e g e t a b l e s e t c . I t was on ly a f t e r 
t h e f i r s t F i v e Year Plan , 1956, t h a t a s y s t e m a t i c a l l y 
o r g a n i s e d c o o p e r a t i v e s t r u c t u r e for m a r k e t i n g of 
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agricul tural produce was concieved as ^^art of the plan. 
The pattern of organisation of Cooperative Marketing 
Societies i s not uniform throughout the country. While 
in some of the s ta tes there i s a two t i e r pattern of 
organisation, i . e . primary marketing socie t ies at the 
level of the secondary market and the apex marketing 
society at the s ta te level . In some s ta tes there i s a 
three t i e r system consisting of primary marketing 
socie t ies at the base i . e . secondary markets, the 
central marketing socie t ies generally at the d i s t r i c t 
level and the apex marketing society at the s ta te 
l eve l . The divergence of opinion about the need for 
a d i s t r i c t level organisation is that existence of 
these socie t ies favoured on the ground tha t they will 
be helpful in i n t e r - d i s t r i c t trade, maintaining liason 
with the d i s t r i c t authority and will help processing 
of agr icul tura l produce on a large scale and in bulk 
dis t r ibut ion of chemical f e r t i l i z e r s , and other agricul-
tura l inputs. A two t i e r s tructure is favoured on the 
plea that the d i s t r i c t headquarter not in most cases. 
1. Wathur, B.S., "Cooperation in India", Sahitya Bhavan, 
Agra, 1988, p . 273. 
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a channel of commercial t r ade and, the re fo re , i t s ro le 
i s found to be limited in so far as ac tual marketing i s 
concprned. The s t ruc tu re as developed corrprises of 
4,292 primary marketing s o c i e t i e s a t the mandi leve l 
( including 976 special commodity soc i e t i e s ) , 2, 105 
c e n t r a l / d i s t r i c t cooperative marketing s o c i e t i e s ) , 32 
S ta te Cooperative Marketing Federa t ions and the National 
Agr icu l tu ra l Cooperative Marketing Federat ion opera t ing 
2 
through 39 main branches a l l over the count ry . 
Thus, at the base level t he re a re primary 
cooperat ive marketing s o c i e t i e s with Nat ional Agr i cu l -
t u r a l Cooperative Marketing Federat ion a t National 
l eve l and a t Estate l e v e l , t he r e are S t a t e Cooperative 
Marketing Federat ions. The membership of the s o c i e t i e s 
i s 34 lakhs and thei r working c a p i t a l t o the tune of 
3 
Rs 300 c ro re s . desires marketing coopera t ives , p rocess ing 
1. O p . c i t . , p . 275. 
2. Handbook on Cooperative Marketing, Nat ional 
Cooperative Development Corporation and 
Department of Agricul ture and Cooperation, 
Ministry of Agricul ture , Government of India , 
1988, p . 3 . 
3 . I b i d . , p p . 4-5 . 
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soc ie t ies l ike Sugar Factories, Cotton Spinning and 
Processing Societies e t c . are also undertaking marketing 
a c t i v i t i e s in the country. 
The present cooperative marketing structure in 
India can diagraraatically be presented (See Figure-II) . 
The Commission on Cooperative Marketing has, 
however, recommended that future pat tern of marketing 
cooperatives should be a two-tier ' s t ruc ture , with the 
apex at the s ta te level , primary marketing socie t ies 
a t the mandi level, and branches of apex society at 
the d i s t r i c t or regional l eve l . 
The main commodity groups handled by the cooperatives 
comprised of Food grains, sugar, cotton, and jute, besides 
o i l , seeds, pulses and f ru i t and vegetables. The comrtDdity 
wise business handled by cooperatives in values during 
the period 1977-78 to 1987-88 can be seen from the 
following table 2.1. 
The table 2.1 depicts 94.88 per cent increase in 
the t o t a l value of goods marketed through cooperatives 
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TABLE 2 . 1 52 
COMMODITYWISE BUSINESS HANDLED BY COOPERATIVES DURING 1977-78 
" " TO 1987-88 
(Rs in crores ) . 
n Food Sugar Cotton Oi l P l a n t - F r u i t Others T o t a l 
®^^ g r a i n s cane Seeds a t i o n t r e e s 
crops 
1977-78 
1978-79 
1979-80 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
384 
490 
500 
500 
570 
650 
620 
630 
650 
710 
750 
630 
554 
510 
580 
600 
630 
590 
640 
650 
680 
710 
151 
462 
440 
530 
550 
600 
620 
645 
670 
700 
720 
33 
58 
70 
70 
80 
90 
100 
110 
125 
130 
150 
93 
108 
124 
125 
120 
140 
140 
145 
148 
154 
160 
27 
13 
26 
28 
35 
38 
42 
50 
55 
62 
68 
85 
112 
130 
117 
135 
152 
152 
160 
165 
174 
185 
1,403 
1,797 
1,800 
1,958 
2,100 
2 ,300 
2 ,264 
2 ,380 
2,463 
2,610 
2 ,732 
Source: National Cooperative Development Corporation and 
Department of Agriculture & Cooperation, Ministry 
of Agriculture, Govt, of India, 1988 
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in the year 1987-88 as aga ins t the base level of Rs 1,403 
c ro res during 1977-78, which seems to be an encouraging 
phenomenon so far as marketing through cooperat ives i s 
concerned. The t a b l e 2 .1 a lso ind ica t e s t h a t primary 
items l i k e food g r a i n s , sugar cane and co t ton formed 
the maximum value of goods marketed through cooperat ives 
in India which shows the l eve l of inc reas ing p a r t i c i p a t i o n 
of farmers for marketing t h e i r produce through coopera t ives . 
Moreover, marketing of f r u i t through Cooperative s o c i e t i e s 
also show an increas ing t rend which reached to Rs 185 crores 
in 1987-88 from fis 85 c ro res in 1977-78. The cooperative 
marketing system was adopted in the S t a t e of Jairniu and 
Kashmir l i k e a l l o ther a g r i c u l t u r e o r i e n t e d s t a t e s of 
the country as a g r i c u l t u r e happends t o be the mainstay 
of the people of the S t a t e and i t has t o play a v i t a l 
ro le in t h e o v e r a l l economic development of the S t a t e . 
Agr icu l ture c o n t r i b u t e s approximately half of the t o t a l 
income to the S t a t e exchequer. Thus revea l ing the perva-
siveness of the sector in the ove ra l l development of the 
S t a t e . The sec tor p rov ides d i r e c t or i n d i r e c t enployment 
to over 70 per cent of the t o t a l popula t ion of the S t a t e . 
1. By t h e cour tesy of the Office of the Food Commissioner 
of Janrniu and Kashmir, S r inagar . 
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On account of association of the large size of population 
of the State in the area of agriculture, a dire need was 
felt to save the poor farmers from the clutches of 
exploitation by the adoption of marketing of their produce 
through cooperatives. With the introduction of inproved 
seeds, fertilisers, insecticides, pesticides and availa-
bility of cooperative outlets in the State, the production 
of crops has increased tremendously. In order to provide 
marketing facilities for disposing off all surplus produce, 
marketing societies were organised in the state . The 
marketing societies have been classified into two 
categories: 
1. General Purpose Marketing Societies. 
2. Specialised Marketing Societies. 
In Jaawiu and Kashmir there are no specialised 
marketing societies but only general purpose marketing 
societies are functioning since long. 
The Cooperative Marketing structure in the State 
is based on three tier system like the Cooperative Credit 
System. At apex level there are Jammu and Kashmir 
Cooperative Supply and Marketing Federation Ltd. Jammu 
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(Winter C a p i t a l ) and Jammu and Kashmir Coope ra t i ve 
Consumers F e d e r a t i o n Ltd (Summer C a p i t a l ) , S r i n a g a r . 
At b lock l e v e l , t h e r e a r e marke t ing s o c i e t i e s . At b a s e 
l e v e l t h e r e a r e pr imary c o o p e r a t i v e s o c i e t i e s which 
p r o v i d e a l l k i n d s of consumer a r t i c l e s , s eeds , f e r t i l i s e r s 
and o t h e r t h i n g s t o t h e members in t h e i r a r e a s . The y e a r -
wise s t r u c t u r e of t h e S t a t e d u r i n g 1978-79 and 1987-88 
con5)r ises of: 
TABLE 2.2 
Y£«^-.-.lS£ STRUCTURE OF THE STATE FROM 
1978-79 TO 1987-88 
1978- 1979- 1980- 1981- 1982- 1983- 1984- 1985- 19 86- 1987-
1979 1980 1981 1982 1983 1984 1985 1986 1987 1988 
l . J &c K 
C o o p e r a t i v e 
Supply and 
M a r k e t i n g 
F e d e r a t i o n 
Ltd.Jammu 
2. J & K 
C o o p e r a t i v e 
Consumers 
F e d e r a t i o n 
utd. 
- j r i n a g a r 
3 . D i s t r i c t 
C o o p e r a t i v e 
i ^a rke t ing 
S o c i e t i e s 
( D i s t r i c t 
Leve l ) 
8 10 11 
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1 2 3 4 5 6 7 8 9 10 11 
4 . P r imary 
C o o p e r a t i v e 
M a r k e t i n g 
S o c i e t i e s 
(Block 
Leve l ) 82 83 85 38 88 92 97 105 115 120 
S o u r c e : By t h e c o u r t e s y of t he R e g i s t r a r * Coopera t ive 
S o c i e t i e s , Jammu and Kashmir, S r i n a g a r , 1988. 
The whole s t a t e has been d iv ided i n t o t h r e e r e g i o n s 
v i z . Kashmir r e g i o n , JaimiU reg ion and Ladaikh r e g i o n . S i n c e 
t h e c a p i t a l of t h e s t a t e i s s h i f t e d from S r i n a g a r t o Jammu 
in t h e Winter , t h e S t a t e h a s two Apex Coopera t ive I n s t i t u -
t i o n s a s shown in t a b l e 2 . 2 . There i s Jatranu and Kashmir 
C o o p e r a t i v e Supply and Market ing F e d e r a t i o n L t d . Jammu 
in Winter C a p i t a l and Jammu and Kashmir Coopera t ive 
Consumers F e d e r a t i o n L t d . S r i n a g a r in Summer C a p i t a l . 
Both t h e s e i n s t i t u t i o n s a r e involved i n marke t ing p r a c t i c e s 
in r e s p e c t i v e r e g i o n s . S© f a r as D i s t r i c t Cooperat ive 
Marke t ing S o c i e t i e s a r e concerned, t h e r e i s only one i n 
Jammu. In Jammu and Kashmir t h e p e c u l i a r t h i n g i s t h a t 
t h e C o o p e r a t i v e Market ing s t r u c t u r e i s t h r e e t i e r on 
pape r b u t in a c t u a l p r a c t i c e i t i s on ly two t i e r as t h e r e 
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i s on ly one d i s t r i c t l e v e l C o o p e r a t i v e m a r k e t i n g s o c i e t y 
a t Jammu. So fa r as pr imary Coope ra t i ve marke t i ng s o c i e t j . e s 
a r e concerned t n e i r number has i n c r e a s e d from yea r t o y e a r 
as t h e t a b l ? ^.? shows 120 in 1987-88 as a g a i n s t 82 i n 
1978-79. 
THE JAMMU AI'ID KASHMIR COOKER AT IVE SUPPLY AND 
MARKETING FEDERATION LIMITED (JAMMUH 
T h i s i s an apex l e v e l marke t ing s o c i e t y and i t s 
a r e a of o p e r a t i o n i s whole of t h e Jammu and Kashmir S t a t e , 
I t s h e a d q u a r t e r i s a t Jammu s i t u a t e d nea r R e h a r i a t main 
Jammu and Kashmir H ighway . l t h a s i t s own p r e m i s e s . The 
s o c i e t y p u r c h a s e s f e r t i l i s e r s from o u t s i d e and a r r a n g e s 
i t s d i s t r i b u t i o n t o t h e marke t ing s o c i e t i e s of t h e S t a t e . 
The marke t ing s o c i e t i e s f u r t h e r p a s s the f e r t i l i s e r s t o 
t h e p r imary a g r i c u l t u r a l c o o p e r a t i v e s o c i e t i e s i n t h e 
s a i d manner where i t i s s o l d t o t h e consumers a c c o r d i n g 
t o t h e i r needs and demands. 
The Jammu F e d e r a t i o n a l s o d e a l s i n consumer 
b u s i n e s s l i k e c o n t r o l l e d and n o n - c o n t r o l l e d goods and 
c a t e r s th^needs of a l l m a r k e t i n g s o c i e t i e s i n t h e Jammu 
P r o v i n c e . The F e d e r a t i o n a l s o d e a l s wi th c o n f i s c a t e d 
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goods. The Federation is engaged in processing of food 
grains which i s being handed over to Food Corporation of 
India in finisned form. Tnis gives remunerative increase 
in the business of marketing socie t ies as well as in the 
apex i n s t i t u t i ons . The society has a cold storage 
f a c i l i t i e s at Miran Sahib, Jammu where goods are stored. 
The in s t i t u t i on has also i t s godowns at different places . 
The food grains, f e r t i l i s e r s and other a r t i c l e s are being 
durtped in these godowns. The storage capacity of the 
in s t i t u t ion i s not sufficient as i t requires much accomo-
dation for storage of goods,It i s for the f i r s t time 
that the agricul ture department has entrusted the 
procurement of pes t ic ides and insect ic ides to the 
cooperatives and the work in th i s direct ion has been 
taken up by the Federation. The i n s t i t u t i o n runs a sales 
shop a t the i r headquarter where consumer goods and 
confiscated goods are sold. The working of the Federation 
during 1982-83 to 1987-88 is given in Table 2 .3 , 
The table 2.3 reveals that the share capi ta l of 
the i n s t i t u t i on remained constant over the years even 
though the membership rose from 787 to 803 from 1982-83 
to 1987-88. The agriculture produce worth Rs 857.70 lakhs 
during 1987-88 was purchased by the in s t i t u t ion while i t 
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TABLE 2 . 3 
WORKING OF THE JAl-li-.U AND KASHMIR COOPERATIVE DUPPLY AND MARKETING 
FEDERATION LTD. JAIvlMU 1982-83 TO 1987-88 
1 
1982-
1983 
2 
1983-
1984 
3 
1984-
1985 
4 
(AlT 
1985-
1986 
5 
o u n t in 000s) 
1986- 1987-
1987 1988 
6 7 
1. Membership 787 789 792 790 795 803 
2 . S h a r e c a p i t a l : 
i . Government 1,547 1,547 1,547 1,547 1,547 1,547 
i i . S o c i e t i e s 138 138 138 138 138 138 
i i i . I n d i v i d u a l s 9 9 9 9 9 9 
i v . T o t a l 1,694 1,694 1,694 1,694 1,694 1,694 
3 . Value of 
p roduced 
r p o c u r e d 80 ,450 82,300 83,500 83,000 85,100 85,700 
4 . Value of 
p u r c h a s e s 
of owners 
( o t h e r t han 
p r o c u r e d ) : 
i . A g r i c u l t u r a l 70 ,150 69 ,200 - 55,490 63 ,800 85,400 
i i . A g r i c u l t u r a l 
r e q u i s i t e s 1 ,25 ,355 1,50,612 1 ,55 ,728 1,75,313 1,85,615 1 ,90,105 
i i i . C o n s u m e r s 
goods 3,120 3,370 4 , 1 5 5 5,150 4 ,900 4 ,960 
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5 . Value of 
Sa les as 
owners 
1) Agricu-
I t u r al 
produce, 
a) Whole-
Sale 55,000 52,554 20,160 48,150 59,163 80,150 
b j R e t a i l . - _ - - -
i i ) Agr i -
c u l t u r a l 
r e c j i i s i t - . 
a) Whole-
Sale 120,350 160,135 158,612 180,315 190,305 189,728 
b ) R e t a i l - - - - - -
i i i ) Othe-
r s . 
a) Whole-
Sale 3,080 3,112 4,045 4,160 4,700 4,712 
b ) R e t a i l - - - - - -
6 . Value of 
Sa les of 
a g r i c u l -
t u r a l 
r e q u i s i -
t e s as 
oviners & 
as agents 
a) F e r t i l i -
s e r s 90,205 95,400 115,000 125,000 135,160 140,612 
b) Seeds 2,455 2,612 2,313 2,561 3,015 3,560 
c) Agric-
u l t u r a l 
imple-
ments 1 3 6 7 4 3 
d) P e s t i -
c ides 23,400 28,512 31,313 29,412 27,645 41,000 
Source: By the cour tesy of the Reg i s t r a r Cooperative S o c i e t i e s , 
J & K, Sr inagar , 1988. 
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was on ly 804.50 l akhs dur ing 1982-83* A g r i c u l t u r a l 
r e q u i s i t e s were purchased for an amount of 1,901.85 
l a k h s dur ing 1987-88 while as the amount i n c u r r e d on 
t h i s i t em was Hi 1,253.55 lakns du r ing 1982-83, Consumer 
goods worth t 49 .60 l a k h s were purchased d u r i n g 1987-88. 
The i n s t i t u t i o n d i v e r t e d t h e i r b u s i n e s s towards f e r t i l i -
ser and a g r i c u l t u r a l produce and p u r c h a s e of consumer 
goods and t h e s a l e s made on account of a g r i c u l t u r a l 
produce (wholesale) Rs 801,50 l a k h s , a g r i c u l t u r a l 
r e q u i s i t e s (wholesale) Rs 1,897.28 l a k h s and o t h e r s 
(wholesa le ) Rs 47 .12 l akhs dur ing 1987-88 w h i l e i t was 
Rs 550 l a k h s , Rs 1,203.50 lakhs and Rs 30,80 l a k h s in t h e 
yea r 19 8 2 - 8 3 , The sa l e of a g r i c u l t u r a l r e q u i s i t e s 
Rs 1 ,406.12 l a k h s in t he year 1987-88 was in t h e shape 
of f e r t i l i s e r , Rs 35.60 l akhs seeds , p e s t i c i d e s 8s 410 
l a k h s and Rs 2.03 l akhs implements. 
JM-'2-:\} AND KASHMIR CXX)f£RrtTIVE CONSUMERS 
FEDERATION LTD.,3RINrtGAR 
The i n s t i t u t i o n i s a t p r o v i n c i a l l e v e l and i t s 
a r e a of o p e r a t i o n i s t ne wnole or oantmu and Kashmir 
S t a t e . I t was p r e v i o u s l y known as Kashmir P e o p l e ' s 
C o o p e r a t i v e S e r v i c e L t d . , i i r inagar and i t s a r e a of 
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opera t ion was Kashmir iTrovince only . I t was only in the 
year 1978-79 tha t i t has been given the s t a t u s of apex 
i n s t i t u t i o n and was r e g i s t e r e d under No. S.S/C/ dated 
May 27, 1979 in the name of Jammu and Kashmir Cooperative 
Consumers Federat ion Ltd . , Srinagar with i t s a rea of 
opera t ion in Jaiiimu and Kashmir S t a t e , The headquarter 
of the soc ie ty i s in the hea r t of Srinagar near government 
Central Market, Exhibi t ion Ground. 
The i n s t i t u t i o n imports f e r t i l i s e r s for Kashmir 
Province from Jammu and Kashmir Cooperative Supply and 
Marketing Federat ion Ltd . , Jammu and passes i t on to 
marketing s o c i e t i e s of Kashmir Province including Leh 
and Kargi l d i s t r i c t s . The marketing s o c i e t i e s fur ther 
pass i t on to primary a g r i c u l t u r a l c r e d i t s o c i e t i e s for 
sa le to the needy people . The i n s t i t u t i o n a lso dea l s in 
a l l k inds of consumer goods for supply t o i t s a f f i l i a t e d 
marketing s o c i e t i e s . The socie ty purchases conf iscated 
goods and s e l l s these to the members and non-mentoers of 
the i n s t i t u t i o n . The s o c i e t y runs a s a l e s depot a t Lai 
Chowk named as Super Bazar v*iere a l l k inds of consumer 
goods ( con t ro l l ed and non-control led) and other a r t i c l e s 
are sold on r e t a i l b a s i s in the open market. The s a l e s 
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depot proved much useful in checking the p r i ce l i n e in 
the c i t y of Sr ina^ar , The socie ty has a lso i t s own two 
godowns at Chatabal, Srinagar and at Khrew Lassipora , 
i^antnag where f e r t i l i s e r s ana other consumer a r t i c l e s 
are being duttped. The working of the i n s t i t u t i o n from 
1982-83 to 1987-88 i s depicted in the following Table 2 . 4 . 
The t a b l e 2.4 r evea l s t ha t the i n s t i t u t i o n has 
purchased consumer goods worth Rs 30 2.00 lakhs and 
f e r t i l i s e r s Rs 483.00 lakhs in 1987-88 while i t was 
Rs 302.00 lakhs and Rs 334.00 lakhs in 1982-83. The s a l e 
of consumer goods was Rs 423.50 lakhs on wholesale b a s i s 
and Rs 71.50 lakhs on r e t a i l b a s i s during 1987-88 while 
as i t was fis 282.00 lakhs on wholesale b a s i s and Rs 53.20 
lakhs on r e t a i l bas i s during 1982-83. The f igure c l e a r l y 
show t h a t i n s t i t u t i o n ' s purchase and sa le of consumer 
goods has considerably increased over the y e a r s . Since 
Kashmir province e^qperience heavy snow f a l l during Winter 
and r e s u l t s in to sca rc i ty of consumer goods on account of 
road blockades a t Jammu and Srinagar na t iona l highway and 
in t h i s d i r e c t i o n the i n s t i t u t i o n i s doing a commendable 
job by making goods ava i l ab l e to the consumers a t consumer 
s to res s i t u a t e d in heavy nook and corner of the p rov ince . 
The sa le of f e r t i l i s e r s of the i n s t i t u t i o n s has a l so 
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TABLL 2.4 
WORKING OF THE JAMMU AMD KASHMIR aX)PERATIVE CONSUMERS FEDER^ATIQN 1.1 
SRINAGAR DURING 1982-83 AND 1987-88 
1 
1982-
1983 
2 
1983-
1984 
3 
1984-
1985 
4 
(Anrcunt in 000 s) 
1985- 1986-
1986 1987 
5 6 
1987-
1988 
7 
1. Mentiership 4 ,050 4 ,100 4,100 4 ,160 4 ,200 4,300 
2. Share cap i t a l : 
i . Government 
i i . S o c i e t i e s 
i i i . Individuals 
550 
315 
75 
550 
315 
75 
550 
315 
75 
500 
315 
75 
550 
315 
75 
550 
315 
75 
iv .Total 940 940 940 940 940 940 
3. value of 
purchases as 
owners 
(other than 
procured): 
i , Consuniers 
goods 30,200 33,500 36, 100 37, 850 39,150 42,000 
Value of 
purchases as 
agents 
(other than 
procured): 
a. On behalf 
of govt. U 
govt.agents 
b . Apex or higher 
level 
In s t i t u t ion 33,400 
i. Agriculture 
produce 
i i . Agricultural 
r equ i s i t s 33,400 
35,500 39,200 41,000 45,500 48, 3000 
35,500 39,200 41,000 45,500 48,300 
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5. Value of 
Sa les as 
agent S' 
i ) Agr i cu l -
t u r a l 
r e q u i s l -
t i e s . 
a) Whole-
s a l e . 32,000 33,500 37,800 40,150 43,360 47,250 
b) R e t a i l . - - - - - -
6, Value of 
Sa les of 
a g r i c u l t u r -
a l r e q u i s i -
t i e s as 
owners & 
as agents-
a) F e r t i l i -
ser- 35,400 37,300 39,600 41,200 43,150 44,160 
b) Seeds 1,500 1,812 1,913 2,012 2,025 2,095 
7. Sale of 
consumer 
goods-
a) Whole 
sa l e - 28,200 31,500 33,200 37,500 39,100 42,350 
b) R e t a i l . 5,320 5,760 6,170 6,250 7,000 7,150 
Source: By the cour tesy of t h e R e g i s t r a r Cooperat ive S o c i e t i e s , 
J & K, Sr inagar , 1988. 
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increased fron' 334 lakh to is 483 lakh showing increasing 
f a c i l i t i e s to the ag r i cu l tu r i s t s by t h i s winter apex 
i n s t i t u t i o n s of Jammu and Kashmir S ta te . These consumers 
s tores are succeeding in maintaining price l ine besides 
ensuring regular supplies to consumers. The i n s t i t u t i o n 
i s going sat isfactory by or^^anising d i s t r i c t wholesale 
consumers stores at d i s t r i c t level and primary consumer 
stores at base l eve l . The posit ion of such d i s t r i c t and 
primary consumers stores are given in the following l ines 
to come. 
Di s t r i c t «Vholesale Consumer Stores; 
The Di s t r i c t v'fliolesale Consumer Stores are at 
D i s t r i c t Headquarters and every wholesale s tore has 
established one sale depot at the Headquarters with the 
name of Super Bazar/^pna iJazar. The wholesale depots 
function in tne i r areas of operation and also feeds of 
primary consumer stores ano thereby helping in stopping 
r i s ing of pr ices usually in c i t i e s and towns. The 
posit ion of tnese wholesale stores at d i s t r i c t -w i se 
i s given in table 2.5. 
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TABLE 2 .5 
DISTRICT-WISL HjSlTIQN Ob' CQN3UMKR STORES DURING 1982-83 
Al^ D 1987-88 
Kame of the D i s t r i c t 
1. S r i n a g a r 
2. judgam 
3 . rtnantnag 
4 . rulwama 
5 . o a r a m u l l a 
6., Kupwara 
7 . Leh 
8. K a r g i l 
9 . J anxnu 
10. bdumpur 
1 1 . ^ da 
12. Kuthue 
1 3 . . f o o n c h 
1 4 . Raj o u r i 
To ta l 
1982-83 
1 
1 
1 
1 
1987-88 
1 
1 
1 
1 
1 
1 
1 
1 
The t a b l e 2.5 shows t h a t c o o p e r a t i v e network i s 
now ex t ended t o oo th r u r a l and urban a r e a s w i t h t h e 
i n c r e a s e in d i s t r i c t consumer c o o p e r a t i v e s t o r e s from 
6 to 9 which a c c o u n t s t o 33.33% i n c r e a s e from 19o2-83 
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to 1987-88 which i s t h e h e a l t h y s i g n of p r o g r e s s of 
such s t o r e s under the s u p e r v i s i o n and c o n t r o l of Jamnu 
and Kashmir Consumer ' s F e d e r a t i o n L t d . , S r i n a g a r . 
Primary Consumer .Stores; 
The p r imary Consumer S t o r e s s e r v e t h e consumers in 
<3 s m d l l e r d rea and t h u s t h e s e have t r a n s e c t i o n s on a 
s m a l l e r s c a l e . The w h o l e s a l e s t o r e s supp ly them goods 
and t h e s e p r imary s t o r e s in r e t u r n make them a v a i l a o l e 
t o u l t i m a t e consumers a t r e a s o n a b l e p r i c e . The d i s t r i c t -
wise p o s i t i o n of the p r imary consumer c o o p e r a t i v e s t o r e 
d u r i n g 1982-83 and 1987-88 i s g i v e n in t a b l e 2 . 6 . 
TABLE 2.6 
DIoTRICT-WlSE POSITION 
STORES 
OF 
DURING 
Kame of t h e i j i s t r i c t 
1. S r i n a g a r 
2 . l iudgam 
3 . A n a n t n a g 
4 . i-ulwama 
5 . B a r a m u l l a 
6 , Kuowara 
PHIi-
1982-
-vRY COOPERATIVE CONSUMERS 
.83 AND 
1982-
30 
2 
3 
2 
5 
4 
-83 
1987--88 
1987-88 
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6 
8 
4 
10 
6 
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7 . Leh 7 10 
8 . K a r g i l 10 15 
9 . Jamrnu 8 12 
10. Doda 5 7 
11 . Udampur 3 5 
12. Kuthun 1 2 
13. Poonch 2 3 
14. Raj our i 1 2 
T o t a l 83 140 
The t a . ' l e 2.6 c l e a r l y shows t h a t p r i m a r y consumer 
C " o p e r a t i v e s t o r e s a r e go ing in a r i g h t d i r e c t i o n 
e x e r c i s i n g a h e a l t h y i n f l u e n c e on t h e t r a d e a s a whole 
because t he p r imary consumer c o o p e r a t i v e stcaes a r e f a s t 
i n c r e a s i n g as i s c l e a r , from the t a b l e 2 .6 t h a t in t h e 
y e a r 1982-83, t h e r e were only 83 c o o p e r a t i v e consumer 
s t o r e s a s a g a i n s t 140 in 1987-88 . In t h e urban and r u r a l 
a r e a s t h e s e s .^- i l s i z e d consumer s t o r e s have a l l sp rung 
up a p p a r e n t l y to meet c o n d i t i o n s of s c a r c i t y i n consumer 
goods e s p e c i a l l y in W i n t e r . I t i s for t h i s r e a s o n t h a t 
t h e s e s t o r e s a r e most ly i n c r e a s i n g in Kashmir p r o v i n c e 
than t h a t of in Jamrnu p r o v i n c e . Table 2.6 shows t h a t 
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these s tores have increased from 63 to 129 from 1982-83 
to 1987-88 in Kashmir province while as i t has regis tered 
an increase of j u s t 11 s tores in Jammu region. This 
c lear ly reveals that cooperative is a sui table agency 
for saving the people from exorbitant p ro f i t s , black 
marketing and other malpractices in the areas where such 
exploi ta t ion i s done. 
As regards these apex i t i s t i tu t ions at s t a t e level there 
were four d i s t i n c t pa t terns iu the s t ructure of membership 
of the apex marketing soc i e t i e s . In Andhra Pradesh, the 
membership was confined to d i s t r i c t marketing soc ie t ies 
and the s ta te corporative bank. In cer ta in , other s t a tes , 
such as Gujarat, Kerala, Mysore, Rajasthan and Uttar 
Pradesh, the membership was open to primary marketing 
soc ie t i es , d i s t r i c t marketing socie t ies an<S agr i cu l tu ra l 
credi t soc ie t i e s . In Madras and Maharashtra membership 
of apex marketing soc ie t i es was open to other types of 
soc ie t ies including agr icul tura l c redi t s o c i e t i e s . In 
Jammu and Kashmir the membership i s open to individuals 
a lso. 
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Dis t r i c t Cooperative Marketing •Society; 
There i s one d i s t r i c t cooperative marketing society 
functioning in the State whose local headquarter i s at 
Jammu. The society ca te r s to the needs of primary coopera-
t ives in the d i s t r i c t . I t i s dealing in a l l kinds of 
consumer goods, f e r t i l i s e r s and other a r t i c l e s . The d e t a i l s 
of i t s working from 1982-83 to 1987-88 i s summarised in 
table 2.7 
The table 2.7 reveals that the share cap i ta l of 
the society remained constant over the years even though 
the membership rose from 610 to 750 from 1982-83 to 
1987-88. The aqri culture ^reduce worth Rs 17.05 lakhs 
during 1987-88 was purchased by the society while i t was 
only Rs 13.80 lakhs during 1982-83. The society diverted 
i t s business towards purchase of consumer goods and 
purchases made on account of such goods amounted to 
Rs 6.50 lakhs during 1987-88 as against Rs 5.40 lakhs 
during 1982-83. The sales made oy the society in respect 
of consumer goods to the tune of Rs 16.95 lakhs in 1987-88 
as against Rs 13.10 lakhs during 1982-83. The overal l 
s t a t e of a f fa i r s of the society reveals that i t has not 
brought in i t s fold the business of agr icu l tu ra l 
TABLE 2.7 72 
WORKING OF THE DISTRICT COOPERATI/E MARKETING SOCIETY 
1 
1. Member-
s h i p 
2 . a i a r e 
C a p i t a l 
i ) G o v t . 
i i ) S o c i e -
Jbies-
i i i ) I n d i v i -
d u a l s -
T o t a l 
3 , Va lue .o f 
p u r c h a s e s 
a s owne r s : 
i ) A g r i c u -
l t u r a l 
r e q u i s i -
t e s -
i i ) Consumer 
goods 
4 . Value of 
p u r c h a s e s 
a s 
a g e n t s : 
1982-
1983 
2 
610 
115 
16 
11 
142 
540 
DURING 
1983-
1984 
3 
640 
115 
16 
11 
142 
570 
1982-83 
1984-
1985 
4 
640 
115 
16 
11 
142 
600 
TO 1987-88 
1985-
1986 -
5 
690 
115 
16 
11 
142 
590 
1986-
1987 
6 
725 
115 
16 
11 
142 
AM 
612 
1987-
1988 
7 
750 
115 
16 
11 
14 2 
650 
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1) Agr icu l -
t u r a l 
r e q u i s i -
tes-
i i ) Consumer 
goods-
1,380 1,410 1,490 1,550 1,610 1,705 
5. Value of 
s a l e s as 
owners: 
i)Whole-
s a l e . 
i i ) Ret a i l 510 530 595 460 600 6 25 
6. Value of 
s a l e as 
agents 1,310 1,405 1,470 1,510 1,603 1,695 
Source: By the cour tesy of the R e g i s t r a r Cooperat ive S o c i e t i e s , 
J & K, Sr inagar , 1988. 
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requ i s i t e s l ike pes t ic ides , r e r t i l i s e r s e t c . for which 
there i s a dire need to sa.v,e poor cu l t iva to r s from 
exploi ta t ion by exorbitant prices and blac]< marketing. 
Primary Cooperative Marketing Societ ies ; 
The primary Cooperative marketing Socie t ies have 
been organised usually at block level to f a c i l i t a t e the 
working of primary ayr icul turdl soc ie t i e s and ensure 
their regular supplies . During the r i s ing pr ices the 
marketing soc ie t ies play a great role especial ly in 
rural areas . Keeping th i s in view the marketing soc ie t ies 
in the Sta te opened Super Bazars and Mini Super Bazars 
in their area of operation other than primary agr icu l -
tura l soc ie t ies , to provide a l l kinds of consumer goods 
to the consumers of the i r areas at reasonable r a t e s . 
In addition to t h i s the marketing soc ie t i e s manage 
to col lec t surplus crops from the v i l l ages through 
Primary Cooperative Societ ies and arrange i t s market so 
tha t the villagers/mennbers get reasonable pr ices for 
their produce, .^n the i n i t i a l stage the marketing 
soc ie t ies had s tar ted marketing of f r u i t , walnuts, food 
grains, pulses but after a short span of time the 
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marketing soc ie t ies confined thei r vorking and engaged 
themselves in the supply of f e r t i l i z e r s , seeds, consumer 
goods to the primary agr icu l tu ra l soc i e t i e s . In Jammu 
region some marketing soc ie t i e s are s t i l l engaged in 
outr ight purchase of food grains on behalf of apex 
marketing federation. The working of such soc ie t i es 
during 1982-83 to 1987-88 i s summarised in table 2.8. 
Table 2.8 reveals tha t primary marketing 
soc ie t ies were 105 during 1987-88 while their number was 
85 in 1982-83. The membership reached from 2,34,202 to 
2,42,250 during the period under reference. The t o t a l 
share capi ta l touched; 64.15 lakhs in 1987-88 as against 
s^ 47.40 lakhs in the year 1982-83 whichclearly depicts 
the progress of primary cooperative marketing soc ie t i e s 
ir; r ight perspect ive. The soc ie t ies purchased as owners, 
consumer goods for s^ 563.50 lakhs, agr icu l tura l r equ i s i t e s 
worth Rs 262.50 lakhs, agr icul tura l produce to the tune 
of fe 180.00 lakhs during 1987-88. The value of sa les as 
owners, for the said commodities to the tune of Rs 531.50 
lakhs, 241.50 lakhs and 173.60 lakhs respect ively for 
the same period. This whole s ta te of affaiB of such 
primary cooperative marketing societ ies account for 
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1. 
2 . 
3 . 
i . 
i i 
WORKING 
1 
No . o f 
s o c i e t i e s 
M e m b e r s h i p 
S h a r e o f 
c a p i t a l 
G o v e r n m e n t 
.Hocieties 
OF THE COOPERATIVE 
1 9 8 2 -
1983 
2 
85 
2 3 , 4 20 
3 , 7 5 0 
610 
1 9 8 3 -
1984 
3 
88 
2 3 , 6 7 0 
3 , 9 5 0 
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TABLi:; 
MARKETING 
19 8 7 - ' 
1 9 8 4 -
1985 
4 
92 
28 , 800 
4 , 3 5 0 
705 
2 . 8 
SOCIETIES DURING 
88 
1 9 8 5 -
1986 
5 
97 
2 3 , 9 5 0 
4 , 6 6 0 
750 
(Amount 
1 9 8 6 -
1 87 
6 
101 
2 4 , 1 5 0 
4 , 7 5 0 
780 
1 9 8 2 - 8 3 TO 
i n 000 s) 
1 9 8 7 -
1988 
7 
10 5 
24 , 259 
5 , 150 
805 
i i i . I n d i v i d u a l s 380 390 405 420 425 460 
Total 4,740 5,000 5, 560 5, 820 5,935 6,415 
4. Value of 
purchases 
a s owners: 
i . A g r i c u l t -
u r a l 
produce 
i i . A g r i c u l t -
u ra l 
r e q u i s i t e s 
i i i . Consumer 
goods 
15,200 16,100 15,300 17,500 17,900 18,000 
23,400 20,150 22,812 24,300 25,150 26,250 
50,600 54,150 52,850 56,250 57,150 56,350 
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5. Value of 
Purchases 
as agentsi 
i ) Agricu-
l t u r a l 
produce 8,200 8,300 7,150 8,900 10,150 11,250 
• 
i i ) Agricu-
l tura l 
r e q u i s i -
t e s 40,100 40,500 38,600 42,500 43,500 46,150 
i i i )On 
bphali: 
of govt . 25,000 11,150 13,250 6,150 28,300 19,250 
6 . Value of 
Sales as 
owner ss 
i ) Agricu-
l tural 
produce 15,000 14,300 14,300 16,800 16,800 17,360 
i i ) A g r i c u -
l tural 
requis -
i t e s 22,300 18,500 21,300 22,800 23,150 24,150 
i i i ) Consu-
mer 
goods 48,600 50,150 47,150 53,150 56,150 53,150 
7. Value of 
Sales: 
i) Agricu-
l tura l 
produce 10,600 12,500 11,300 15,200 11,150 12,600 
/ - ^ ^ ' - ' - ' ' 6^ 
" \ 
H. < 
-^••'•X'9og6W 
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11) Agricul-
tural 
r e q u i s i -
t e s 30,120 23,500 39.100 4 2,300 43,500 41,300 
i i i ) Consvuner 
goods 10,300 7,150 6,350 8,950 11,200 13,500 
Source: By the courtesy of the Registrar Cooperative S o c i e t i e s 
J & K, Srinagar, 1988. 
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healthy s i tua t ion so far as marketing of agr icu l tura l 
produce i s concerned. However, during the inves t igat ions 
the scholar fee ls that hor t i cu l tu re sector especial ly 
marketing of apples have long been neglected by the 
cooperative on account of various reasons which will 
come in the following chapter. I t will not be out of 
place to mention i t here that out of the to ta l apple 
marketed through different agencies, cooperatives 
const i tu te a very l i t t l e percentage of about 1% which 
is* quite negl ig ib le . Since hor t icu l ture i s a main 
inaustry of jxusmnir botn in terms of enployment generation 
and revenue oriented to the s ta te as a whole the 
cooperatives should bring t h i s sector under i t s fold. 
The present cooperative marketing s t ruc ture in 
the State as in vogue depicts a sa t i s fac tory s ta te of 
a f fa i r s , though lagging behind in cer ta in v i t a l areas 
of the S t a t e ' s economy. Hence the scholar fee ls that 
posi t ive attempts must be made to streamline the 
cooperative marketing s t ructure in i t s t o t a l i t y . I t 
1. Scholar 's discussion with o f f i c i a l s of Cooperatives 
and Dep-rtment of Hort icul ture, Planning and 
Marketing, Srinagar (Kashmir) . 
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should cover those important aspects as well which other-
wise remained neglected over the past years , oince 
hor t icu l tu re industry occupies a dominant role in reshap-
ing the State econotiy* ef for t s should be made to give 
more coverage to t h i s sector on p r io r i t y bas i s with a 
view to levering up the S t a t e ' s exchequer. As a matter 
of fact apple cons t i tu tes the hub of the hor t i cu l tu re 
industry and hence in the next chapter attempt shal l be 
made by the scholar to elucidate and anal;^se the economics 
of apple produce with a view to find out as to which 
marketing channel should reasonally be adopted by the 
growers in order to accelerate the i r earnings . 
C H A P T E R . . I I I 
MAEUCETING EFFECTIVENESS OF APPLE PRODUCE 
IN KASHMIR 
The conclusions derived from the foregoing chapter 
brings to light the fact that cooperative system has been 
introduced in almost all major economic activities of the 
State but at the same time^ it is depressing to note that 
the concept of cooperation has not been used in apple 
marketing in its true spirit. The State of Jammu and Kashmir 
has most suitable agro-climatic and geographical conditions 
for the production of various kinds of fruits. Out of the 
total geographical area of the State 29 per cent is the 
net sown area which includes 20 per cent under fruits. 
It is estimated that there are more than one lakh orchards 
in the State at present involving about ten lakh people .in 
various horticultural activities. The industry has earned 
a revenue of 200 crores in the year 1987-88 besides providing 
job facilities to lakhs of people (32 per cent of the working 
population of the State) directly or indirectly. This 
1. Sika, B,K. and Nadda, C.S. "Marketing of Kashmir APPle"* 
AERC, H.P. University, Simla, 1989, p. (i). 
2. Govt, of J & K, A Short Review of the different inportant 
aspects of the fruit industry, 1987-88, Directorate of 
Horticulture (P&>4), Srinagar (Kashmir) 1967, p. 348. 
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enployment and income generating po ten t ia l has indeed made 
the hor t i cu l tu re industry the bulworX of rural economy in 
the S t a t e . The State of Jammu & Kashmir, the land of f lora 
and fauna possesses a very r ich his tory of f ru i t cu l t iva t ion 
especia l ly apple. Kashmir apple lived \;^to i t s dis t inguished 
reputat ion of being one of the most choicest f r u i t s . Though 
the production of apple i s also found in Himachal Pradesh 
and Uttar Pradesh yet Kashmir continues to be the hub of 
apple industry of the country. The State has not only an 
edge, over Himachal and Uttar Pradesh in the f i e ld of production 
but also in marketing as Jammu and Kashmir i s the la rges t 
apple producing and exporting State, among the various f r u i t s 
which grow in the Sta te , ^ p l e production amounts to 7.24 
lakh metric tonnes representing 94,89 per cent of the t o t a l 
1 f ru i t production in 1988-89. I t c learly reveals t ha t there 
i s br ight chance to u t i l i s e t h i s sector for the overa l l 
economic development of the State*But i t s success largely 
depends on market s t ruc tu re . An ef f ic ien t and speedy marketing 
system i s a crucial factor for both the maximisation of 
p r o f i t s and sa t i s fac t ion of the consumer. The scholar fee ls 
that cooperative marketing i s the r ight weapon for the 
1. Sahaf, M.A. "Marketing of Hort icul ture Industry in India", 
paper published in Journal, University of Kashmir, . 
Hazratbal, Srinagar, 1989, p . 27. 
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ef f ic ien t u t i l i s a t i o n of hor t i cu l tu re resources of Jainmu and 
Kashmir in general and apple produce in p a r t i c u l a r . Consequ-
ently i t will be an in te res t ing study to examine the reasons 
for the non-adoption of the cooperative system in apple 
marketing of Jammu and Kashmir. In t h i s chapter an attempt 
i s made to study the popularity and efficiency of marketing 
channels with special emphasis on cooperative channel. 
Marketing has an important role t o play in the 
hor t i cu l tu re sector of the S ta te . Hence the Government should 
mobilise a l l i t s resources under i t s command to give a boost 
to t h i s industry, Infact^ t h i s has been done to a major 
extent under the successive Five Year Plans but the re turns 
from the said industry have not been commensurate with the 
inputs that have gone into th i s industry. The analysis that 
follows makes i t abundantly c lear and the reasons for a l l 
t h i s are not far to seek. The defective and unsc ien t i f i c 
d i s t r ibu t ion system of the apple products r i g h t from the 
growers upto the ult imate consumers has proved one of the 
grea tes t stumbling blocks in t h i s behalf. With a view to 
know more about the exis t ing system of d i s t r ibu t ion a review 
has been made in the present chapter highl ight ing populari ty 
of the channels, the i r r e l a t i ve merits and demerits and 
reasons for the adoption of a pa r t i cu la r channel by the 
growers. 
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Channel of d is t r ibut ion provides the mechanism through 
which a company gains access to the target market for i t s 
products. A market channel or channels of d i s t r ibu t ion , i s a 
path traced in the d i rec t or indi rec t t ransfer of ownership 
to a product, as i t moves from a producer to ul t imate consumer 
or indus t r i a l users . "Channel, i s the s t ruc ture of the i n t r a -
company organisation uni ts and extra-company agents and 
dealers , wholesale and r e t a i l through which a commodity, 
2 
product or service is marketed". Says the American Marketing 
Association. 
In the ultimate analysis, channel of distribution is 
an organised network of marketing institutions which in 
combination perform all the activities required to bridge 
the gap between point of production and point of consumption, 
A right product with a right price and right promotional 
canpaign can exercise its unfailing impact on the sales 
volume only when the buyer is assured of a regular supply 
of the product. A suitable marketing channel tremendously 
1. Cundiff, E.W., et. al, "Fundamental of Modern Marketing", 
Prentice Hall of India, 1980, p. 20 2. 
2. Banerjee, M., "Essentials of Modern Marketing", Rupa and 
Co., Calcutta, 1981, p. 224. 
3. "Marketing Channel Strategy for Carpet Export", Indian 
Journal of Marketing, p. 3. 
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affects decisions regarding product, pricing methods and 
strategies, promotional policies and prograntnes. 
The selection of an appropriate marketing channel 
is a highly complex issue. For most producers, there are 
traditionally established channels though there are few 
instances where producers create entirely new channel arrange-
ments suited to their specific requirements. The sinplest 
channel arrangement is when a producer directly sells to the 
ultimate consumer either through its sales force or through 
its retail outlets. However, there is a wide gap between the 
producer and the ultimate buyer particularly In horticulture 
products, a host of intermediaries, such as selling agents, 
forwarding agents, wholesalers, semi wholesalers, independent 
retailers, producers owned retail outlets, commission agents, 
brokers other dealders have to be employed to bridge the 
gap between producer and the target market. Thus marketing 
institutions which are of particular interest in horticulture 
marketing can be classified as follows: 
A. Merchant Middlemen 
i . Re ta i l e r s , and 
11. Wholesalers 
B. Agent Middlemen 
1. Brokers, and 
11. Commission agents 
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Merchant Middlemen take l i t t l e to , and, therefore, 
own the products they handle. They buy and s e l l for their 
own i n t e r e s t s . The r e t a i l e r purchases products for resa le 
d i rec t ly to the ult imate customers of "tiie goods. From the 
f\inctional view point, the r e t a i l e r has to perform a l l the 
marketing functions. The wholesalers s e l l to r e t a i l e r s , and 
indus t r i a l users, but does not s e l l in s ignif icant amounts 
to ult imate consumers. Wholesalers make up a highly hetero-
2 
geneous group of varying sizes and characteristics. 
Agent middlemen, as the name implies, act only as 
representatives of their principal. They do not take little 
to, and therefore do not own, the products they handle. 
While merchant wholesalers and retailers secure their income 
from a margin between the buying and selling prices, agent 
middlemen receive their incomes in the form of fees and 
3 
commission. The agent middlemen generally arrange delivery, 
extends necessary c red i t , co l lec t s , deducts h is fees and 
remits the balance to the p r inc ipa l . 
1. Kohls, R,L', "Marketing of Agriculture Products", 
The Macmillan Cksirpany, New York, 1967, p . 28, 
2. Ib id . , p . 29. 
3. Ib id . , p . 30, 
87 
Viewed against this background a review of the 
existing channel structure of apple industry of the State 
depicts that the choice of channels by and large conforms 
to the channels adopted in the case of agricultural products 
in the country as a whole. The channel linkage operative in 
the apple industry takes the following form: 
A. Zero-level Channel; 
In this type of situation no intermediary exists 
between growers and consumers. Thus, it can be termed as a 
case of direct channel. See Figure I. 
B. Three-level Channel; 
l l iree-level Channel i s a market s i tua t ion where 
apart from the growers and the consumer three s t ages / 
intermediaries are involved in the d i s t r i bu t ion process . 
In apple industry of the State , t h i s type of channel ex i s t s 
in two forms as shown in Figure II &i I I I . 
In the a l te rna t ive channel as shown in the Figure 
I I I , the place of commission agents has been taken by JKHPMC 
while other internnediaries are common in both the s i t u a t i o n s . 
I t i s , therefore, obvious that the role of JKHPMC i s not 
less or more than that of a commission agent. 
H 
D 
'J 
2 
5 
O 
a; 
H 
Q 
88 
H 
W 
o 
H 
u 
> 
a 
89 
H 
H 
H 
I 
O 
H 
fl4 
u 
o 
91 
C. Four-level Channel; 
Four level channel operates in the following three 
torms as shown in rigure IV, V and VI. 
I t would be seen from the overal l channel diagram 
as shown in Figure VII, tha t in actual effect t h i s i s a case 
of six t i e r channel s t ruc ture from producer to ul t imate 
consumer, with different functionaries playing their/specific 
ro l e s . 
Existing t'^iarketinq Channels and Their Populari ty; 
AS a matter of fact a broad c l a s s i f i ca t ion of channels 
as in vogue in the apple industry can broadly be divided into 
two heads: 
i . Pre-harvest channel; and 
i i . Post-harvest channel. 
In the case of former only one channel with a linkage 
of four t i e r s i . e . Grower, Pre-harvest Contractors, Commission 
agent, Aholesalei, Reta i ler and Consumer, i s included Oiereas 
r e s t of the types are operative in the post-harvest s i t u a t i o n s . 
The empirical r e su l t s obtained during the course of 
f ie ld investigation conducted by the scholar, c lear ly show 
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that most common channel adopted by the growers in the State 
is four level channel as is clear from Table 3.1. The 
relative importance of each channel for apple growers has 
been discussed below: 
A. Zero-level Channel 
i. Direct Channel: In this channel no intermediary 
exists between grower and consumer. A direct relationship 
is developed between them. Normally this channel is supposed 
to oe the best and most remunerative one but practically it 
is the least used. one.Under this channel the sale of apple 
takes place direct to the consumer like tourists, military 
personnel, hotels, hospitals, educational institutions etc, 
B. Three-level Channel 
i . Commission agent ' s Channel: This i s the roost 
common channel used by the jo in t growers of the State. The 
empirical study shows that out of the 150 sample orchard is t s 
98 growers const i tu t ing 65.33 per cent opt for t h i s channel. 
Out of these 98 orchardis ts 28 were small growers, 32 
medium and 38 large growers, const i tut ing 28.57 per cent, 
32.65 per cent and 38.78 per cent of the to ta l respec t ive ly . 
Under t h i s channel the important marketing a c t i v i t i e s l ike 
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picking, grading, packing, t ransportat ion e t c . , of the 
produce to the target market are being performed by the 
growers. The only marketing ac t iv i ty being performed by the 
coimission agent i s the disposal of f ru i t at the terminal 
market. The service charges of these commission agents very 
from 6 to 8 per cent on gross sale of the produce for the 
said a c t i v i t y . The invest igat ion further reveals that the 
commission agents usually se l l the f ru i t to such of the 
vrfiolesalers as have some kind of mutual understanding with 
them. Such a pract ice has an adverse impact on the f ru i t 
return as i t leads to the f i l l i n g of f i c t i c ious re turns 
commonly known as "watak" income and expenditure statement 
received by growers from Commission Agents. 
i i . JKHPMC Channel; The three level channel involving 
grower, JKHPMC, v^olesaler, r e t a i l e r , and consumer i s 
comparatively beneficial and economical compared to other 
avai lable t r ad i t iona l channels. I t involves a l l marketing 
a c t i v i t i e s except r isk taking. Under th i s system the 
corporation, i t s e l f picks f ru i t from the growers orchard 
which they la ter on send i t to the various terminal markets 
af ter proper grading and packing. The grading and packing 
of f ru i t i s done at the Corporation's modern and mechanical 
1, Scholar ' s discussion with Commission Agents. 
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centres located at various places shown in the appendix 'G', 
The sale of the fruit to the wholesalers at Delhi takes 
place at its own sales centre while in case of other terminal 
markets the fruit is sold through commission agents in the 
presence of the ofticers namely Area Marketing Officers of 
the Corporation. For rendering this service the Corporation 
charges Re 1.00 and Re 0.50 respectively. The grading and 
packing charges are Rs 2.00 per box in addition to cost of 
material consumed in packing. Over and above this the 
Corporation deducts 4 per cent on gross returns to the 
grower by way of its commission. 
The sample results show that 8 orchardists out of 
150 constituting 5.33 per cent of the sample, adopt tnis 
channel. Of the 8 orchardists the numoer of medium and small 
orchardists. is just equal. It is sad to note that majority 
of the orchardists have not been able to take advantage of 
this channel. This is obviously the result of their ignorance 
about the existing facilities. Hence, the Corporation need 
to launch a vigorous publicity campaign so that the growers 
know about such facilities. This should also be supplemented 
by providing adequate financial assistance to the needy 
growers at the time of harvest so as to check them falling 
into the clutches of commission agents. 
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C» Four-level Channels 
i . Pre-harvest Contractor Channel; PHC's channel 
with the linkage of grower, pre-harvest contractor, commission 
agent, wholesaler, retailer and consumer, is commonly found 
in case of medium and small growers of the State. Under this 
method the orchard is given on a contract for a specific 
period which is normally of two years to the contractors. 
Under this arrangement the contractors^themselves assume the 
responsibility of looking after the orchard and i ts produce. 
The terms and conditions for contract vary from orchardist 
to orchardist. The contract is executed well before the 
blossoming time. It can even be executed any time before 
the riping of the fruit. However, the general practice is 
that the agreements are drawn between the concerned parties 
at the time of blossom. In this manner the marketing risks 
are shifted from growers to the pre-harvest contractors. 
The growers feel safe even in the adverse conditions resulting 
in the loss to the contractors. 
According to the survey results conducted by the 
scholar, it has been noticed that as many as 16 orchardists 
constituting 10.67 per cent of the total opt for this channel 
out of a sample of 150. Of this 16 orchardists, the number 
of small, medium and large growers, stood at 10, 4 and 2 
forming 6 2,50 per cent, 25 per cent and 12.50 per cent 
respectively. 
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Despite the fact that the pre-harvest contract 
system has some advantages, the fact remains tha t system on 
the %rfiole has proved detrimental to the i n t e r e s t of the 
growers in more than one way. Under the system the advance 
payments made to the orchardis ts prove as an intoxicant 
under the influence of which the growers hardly care to know 
the real worth of the i r produce or even if they do, they j u s t 
do not bother to bargain. Therefore, the system has resul ted 
in reducing the bargaining power of the grower under the 
allurement of advance payment and in the face of organised 
res is tance offered by the contractors . I t has also been seen 
tha t by working out t h i s arrangement with the growers, bulk 
of %Aiom consists of medium and small growers, the contractors 
more often than not get the i r produce at comparatively lower 
r a t e s . Even the advance money i s not made available to them 
in lumpsum but in instalments. The d i s t ress ing par t of the 
s i tuat ion i s that these contractors f a i l to keep the i r 
promise under s i tua t ions of depressed marked conditions. The 
growers consequently have to be contended even in the absence 
of recovering the outstanding insta lments . Last but not the 
l eas t drawback with the system i s tha t maintenance of the 
orchards i s neglected as the contractors are mainly concerned 
with the current year produce to the neglect of i t s future 
prospectus. 
10 2 
M«st of t he de fec t s of the p r e - h a r v e s t c o n t r a c t 
system car» be minimised.by checking the m a l p r a c t i c e s of 
the c o n t r a c t o r s through an e f f e c t i v e c o n t r a c t deed, en fo rce -
able by the law of land in the event of any de fau l t on 
t h e i r p a r t , ihe p r o v i s i o n s of agreement can be made s p e c i f i c 
and s t r i n g e n t . At the same time the medium and small grOWS'rs 
are t o be properly educated and informed about t h e i r r i g h t s 
as well as the de fec t s a r i s i n g out of t h e p r e - h a r v e s t c o n t r a c t 
system. There i s a l so urgent need t o o rgan i se them so t h a t 
t h e i r bargaining power i s enhanced through a c o l l e c t i v e 
approach. The Government agencies have a p o s i t i v e r o l e to play 
in t h i s behalf . 
i i . Forwarding Agent ' s Channel; Another f a c t of four 
l e v e l channel which l i n k s the growers with the consumer 
involving forwarding agent, commission agent , wholesaler , 
and r e t a i l e r has been found to be the next important rou te 
a f t e r the commission a g e n t ' s channel . Table 3 .1 r e v e a l s t h a t 
12 per cent of the o r c h a r d i s t s sold t h e i r produce through 
t h i s system. Out of 8 o r c h a r d i s t s forming 12 per cent of t he 
saitple, t he number of medium and small growers was j u s t e q u a l . 
No la rge grower was found using t h i s channel in the sample 
survey conducted by the scho la r . 
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Under t h i s system t h e fo rward ing a g e n t s p e r f o r m t h e 
r o l e of an i n t e r m e d i a r y between t h e grower and t h e commission 
a g e n t s a t e x p o r t m a r k e t i n g c e n t r e s . These f o r w a r d i n g a g e n t s 
a r e c h a r g e d with the r e s p o n s i o i l i t y of m a i n t a i n i n g a c c o u n t s 
be tween t h e grower and t h e commission a g e n t s , "WataXs" a r e 
a l s o r e c e i v e d by t h e g rowers from t h e commission a g e n t s 
t h r o u g h t h e fo rward ing a g e n t s . The normal a c t i v i t i e s of a 
f o r w a r d i n g agent i s t o a r r a n g e for t h e t r a n s p o r t a t i o n of f r u i t 
and t o pay o c t r i o , l o a d i n g c h a r g e s and t a x e s l e v i e d on t h e 
f r u i t . P r e s e n t l y Rs 2.37 per s t a n d a r d box of a p p l e a r e cha rged 
by t h e s e a g e n t s from the g rowers fo r such f a c i l i t i e s . I t h a s 
a l s o been obse rved t h a t in c e r t a i n c a s e s t h e f o r w a r d i n g a g e n t s 
emerge as f i n a n c e r s and advance l o a n s t o t h e g r o w e r s on h i g h 
r a t e of commiss ion . 
The system of r o u t i n g f r u i t t h r o u g h f o r w a r d i n g a g e n t s 
h a s found favour with t he g r o w e r s . T h i s i s s o b e c a u s e i t 
p r o v i d e s some of t h e impor t an t f a c i l i t i e s t o t h e g rower s in 
t h e form of p r o v i s i o n of f i n a n c e , t r a n s p o r t a t i o n e t c . N a t u r a l l y 
t h e g r o w e r s a r e saved from a l o t of b o t h e r a t i o n and a r e i n a 
b e t t e r p o s i t i o n t o look a f t e r t h e i r o r c h a r d s e f f i c i e n t l y and 
e f f e c t i v e l y such as f a c i l i t y i s a b s e n t under t h e l e a s i n g o u t 
sys tem t o t h e p r e - h a r v e s t c o n t r a c t o r s . Once t h e f r u i t i s 
s o l d t h r o u g h t h e commission agen t s a t t h e t e r m i n a l m a r k e t , 
t h e grower i s p r o v i d e d with s o r t of a income and e x p e n d i t u r e 
s t a t e m e n t t e c h n i c a l l y known as ' w a t a k " . 
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However, the system suffers from certain inherent 
defects. To overcome the same another form of routing the 
fruit from growers to consumer viz. cooperative society is 
also widely practised by the producers/growers. 
iii. Cooperative Society Channel; Cooperative Society 
is the third form of four level channel system. Under this 
arrangement as many as four intermediaries are involved and 
the linkage is formed as under: 
Grower - Cooperative Society - NAFED - Wholesaler - Retailer 
- Con sumer 
This linkage eliminates two main intermediaries viz. commission 
agent and forwarding agent, whose role is taken by Cooperative 
Society and NAFED, in an effective and better manner. In the 
absence of forwarding, and commission agents, this channel 
has gained nrore popularity. This fact is further collaborated 
by Table 3.1 which exhibits that out of 150 sample orchardists, 
10 orchardists constituting 6.67 per cent of the total dispose 
off their produce through these societies. Out of 10 orchardists, 
the number of medium and small growers and 4 and 6 forming 
a percentage of 40 and 60 respectively. No large grower was 
found in the sanple using this channel for disposal of fruit, 
A distinct advantage with cooperative society is that 
they charge conparatively a lower rate of commission usually 
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Rs 1.50 per box, whereas the NAFED charges 3.5 per cent of 
gross sa les as commission at terminal markets. But i t i s 
unfortunate to find that with a l l these f a c i l i t i e s growers 
have fa i led to take benefit of these f a c i l i t i e s . 
From the above discussion i t can safely be concluded 
that f ru i t growers have a var iety of channels at the i r disposal 
for routing their produce. Each having i t s own merits and 
demerits with varying cost components. Whichever channel the 
grower might adopt f a i l s to give him the due r e tu rns . 
This i s because most of the channels involve a number of 
functionaries who thr ive at the cost of the growers. The 
only channel which could assure good re turns to the growers 
i s that of a zero-level channel but unfortunately t h i s i s 
not much in vogue, as the growers are not in a posi t ion to 
handle the market operations a l l by themselves. Under the 
circumstances i t would be worthwhile to identify a channel 
or channels that could be l e s s expensive and more remunerative 
to the growers. Thus next chapter i s , therefore, devoted to 
the discussion of "Net Return ^ a l y s i s " of var ious channels 
open to the growers to identify the share of basic growers 
out of the consumer every rupee which they pay for the 
produce in each channel separately . 
C H A P T E R -IV 
NET RETURN ANALYSIS OF APPLE PRODUCE 
IN KASHMIR 
In t he p r e v i o u s c h a p t e r , t h e m a r k e t i n g e f f e c t i v e -
n e s s of apple produce i n Kashmir wi th t h e h l e p of 
d i s t r i b u t i o n mechanism has been d i s c u s s e d . From t h i s 
d i s c u s s i o n , i t ha s become q u i t e o b v i o u s t h a t g r o w e r s 
do n o t g e t a f a i r and r e a s o n a b l e p r i c e f o t t h e i r 
p r o d u c e when they s e l l i t th rough v a r i o u s d i s t r i b u t i o n 
c h a n n e l s excep t d i r e c t c h a n n e l . But t h e d i r e c t c h a n n e l 
a s p o i n t e d o u t e a r l i e r i s n o t much i n vogue due t o 
v a r i o u s d i f f i c u l t i e s , such a s , long d i s t a n c e s t o t h e 
m a r k e t s , bad r o a d s , poor f i n a n c i a l p o s i t i o n of g r o w e r s 
p a u c i t y of t r a n s p o r t and o t h e r i n f r a s t r u c t u r a l f a c i l i -
t i e s . Consequent ly due t o n o n - r e a l i s a t i o n of t h e due 
and p r o p e r r e t u r n s for t n e i r app l e p r o d u c e , t h e g r o w e r s 
a r e no t s a t i s f i e d wi th t he more p r e v a l e n t d i s t r i b u t i o n 
c h a n n e l s which e x i s t a t p r e s e n t in t h e Jamrau and Kashmir 
S t a t e . I t na s been found t h a t a f i n a l consumer p a y s a 
most rea , sonable p r i c e for t h e p roduce bu t t h e b a s i c 
g r o w e r s r e a l i s e a nominal p r i c e . In p r a c t i c e i t i s t h e 
long cha in of s u p e r f l o u s middlemen who swal low a good 
p o r t i o n of t h e p r i c e p a i d by t h e f i n a l consumer , AS such 
t h i s c h a p t e r i s devotee" t o a n a l y s e t h e n e t r e t u r n s of 
1C7 
the growers from the consumers .irice. A study of the 
price spread and marketing efficiency will help us to 
determine the exact share of the apple growers from 
every rupee spent Dy the consumers. 
PRICE SPREAD ANALYSIS 
The price-spread usually refers to the difference 
between the price paid by the consumer and the price 
received by the producer for an equivalent amount of 
farm product. This spread consists of marketing costs 
and margins of intermediaries. Thus it is a device 
which indicates how much actually is received by the 
producer out of every rupee that is spent by the 
consumer and what portion goes into the pockets of 
intermediaries. In the midest of diversity of marketing 
functionaries, it has been observed that all that is 
spent by the consumer does not find its way into the 
producer's pocket. In fact a sizeable proportion of the 
consumers price is swallowed by the intermediaries 
performing a variety of functions and services involved 
in the marketing process of apple. As the produce moves 
from the producer to the ultimate consumer, it involves 
10 8 
some costs which are charged by different marketing 
agencies for their services which they have rendered 
during the process of marketing and all such costs are 
termed as marketing charges. These marketing charges 
include costs of assembling, standardizing, grading, 
sorting, transporting, processing, wholesaling, retail-
ing and the margins of the marketing functionaries and 
intermediaries. They also include taxes etc. 
Efficiency of different marketing functions 
mainly influence these margins and inturn influences 
the returns to the orchardists on the one hand and 
cost to the consumer on the other. In order to increase 
the operational efficiency and to minimise costs, a 
look into the nature and extent of marketing margins, 
costs and price spread is essential. 
In the analysis that follows an attempt has been 
made to find out the share of the actual producer of 
apple and those of the intermediaries involved in the 
distribution system of apple from growers to the consumers' 
market. In this context the scholar has choosen only one 
market namely Delhi because 80 per cent of the State's 
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apple production is supplied over to Delhi market. From 
where it is taken to different markets of India. 
The growers market their apple produce through 
different channels as have already been discussed in 
the previous chapter. However, for the better underst-
anding of the Net Return Analysis, it is necessary to 
have a second look at all these different channels as 
indicated hereunder: 
1. Grower Consumer 
2. Grower Commission Agent Wholesaler 
Retailer Consumer 
3. Grower JKHPMC Wholesaler Retailer,,,, 
Consumer. 
4. Grower Pre -harves t Contractor Commission 
Agent Wholesaler R e t a i l e r Consumer. 
5 . Grower Cooperative Soc ie t i e s NAFED 
Wholesaler R e t a i l e r . 
6 . Grower Forwarding Agent Commission Agent, 
Wholesaler R e t a i l e r Consumer. 
1. Sikha, 3.K. & Nanda, C.S., "Report on Marketing of 
Kashmir i ^ p l e s " , Agro-Economic Research Cen t re , 
Himachal Pradesh Univers i ty , March 1989, p p . 34-35 . 
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PRICE SPREAD UNDER DIFFERENT CHANNELS 
The d e t a i l s of m a r k e t i n g c o s t i n c u r r e d and p r o f i t 
marg ins o b t a i n e d by v a r i o u s marke t i n t e r m e d i a r i e s a r e 
p r e s e n t e d i n T a b l e 4 . 1 . 
P r i c e Spread i n C h a n n e l - I : 
Tab le 4 . 1 r e v e a l s t h a t w h i l e r o u t i n g f r u i t t h r o u g h 
t h i s channel t h e g rower s n e t r e c e i p t of t h e c o n s u m e r ' s 
rupee in 1983-84 was 61 .79 pe r c e n t whereas 3 8 . 2 1 pe r c e n t 
was s p e n t on m a r k e t i n g o p e r a t i o n e x p e n s e s . However, i n 
1988-89 t h e g r o w e r ' s n e t r e c e i p t from t h e c o n s u m e r ' s 
rupee was 6 0 . 5 3 p e r c e n t amounting t o a d e c r e a s e of 
1.26 pe r c e n t i n t h e g r o w e r ' s n e t r e c e i p t . The d e c r e a s e 
i n n e t r e c e i p t i s due t o t h e 1.26 per c e n t i n c r e a s e i n 
g r o w e r ' s o p e r a t i o n a l e x p e n s e s i n 1988-89 as compared t o 
1983-84. F u r t h e r , t h e r e i s no was tage of c o n s u m e r ' s r u p e e 
i n t h e shape of r e t a i l e r ' s or w h o l e s a l e r ' s m a r g i n s which 
i n f l a t e c o s t s and d e f l a t e t h e g r o w e r ' s n e t s h a r e o u t of 
t h e consumer ' s r u p e e . 
P r i c e Spread in ' » h a n n e l - I I ; 
In t h i s channe l t h e g r o w e r ' s n e t r e c e i p t of t h e 
c o n s u m e r ' s rupee i n 1988-89 i s 37 .28 pe r c e n t a s compared 
I l l 
TAiiL£ 4 . 1 
PRICE S^RcAD IN MARKETING OF APPLES IN KASHMIR DURING 1983-84 
5t 1988-89 THROUGH DIRECT CHANNEL 
(CHAiNNEL-I) 
(Per S t a n d a r d dox) 
S. 
No. IteiTcs 
1983-84 
Cost % of each 
(RS) rupee of 
consumer 
1988-89 
Cost % of each 
(RS) r upee of 
consumer 
1. P r i c e p a i d by t h e 
consumer 61.00 100.00 
2. Expenses of t h e r e t a i l e r 
3 . Margin of t h e r e t a i l e r 
4 . P r i c e p a i d by t h e 
r e t a i l e r 
5 . E x p e n s e s of w h o l e s a l e r 
6 . Margin of * ^ o l e s a l e r 
7 . f ' r i ce p a i d by t h e 
, w h o l e s a l e r 
3 . i ' ^arke t ing i^xpenses 
I n c u r r e d by t h e 
Grower 
9 . Net P r i c e r e c e i v e d 
by t h e Grower 
23 .31 38 .21 
37.69 61.79 
72 .00 100.00 
28.42 39.45 
43 .58 60 .53 
S o u r c e : C o n s t r u c t e d on t h e b a s i s of i n f o r m a t i o n c o l l e c t e d t h r o u g h 
i n t e r v i e w s , marke t i n v e s t i g a t i o n and from o f f i c i a l 
r e c o r d s of D i r e c t o r a t e of H o r t i c u l t u r e P l a n n i n g and 
Marke t i ng , S r i n a g a r . 
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TAriLE 4 . 2 
PRICE SfREAD IN tMARKSTIKG OF APiRLKS IN KAjriMIR DURING 1 9 8 3 - 8 4 
AND 1 9 8 8 - 8 9 THROUGH COMiMI:a5I0N AliENT 
(CH ANx\£L-I I ) 
(Price Standard dox) 
3. 
No. Particulars 
1983-84 
Cost % of each 
(Ss) rupee of 
consumer 
1. Price paid by the 
consumer 
2. £x|3enses of the 
re ta i ler 
3. Margin of the retai ler 
4. Price paid by the 
re ta i ler 
5. Expenses of the 
wholesaler 
6. Margin of the 
wholesaler 
7. Price paid by the 
wholesaler 
8. Marketing expenses 
paid by the grower 
9. Net price received 
by the grower 
71.81 100.00 
3.63 4.99 
7.9 3 10.89 
61.25 
3.10 4.26 
8.10 11.12 
50.05 
27.23 37.40 
22.82 31.34 
1988-89 
Cost % of each 
(RS) rupee of 
consumer 
87.50 100.00 
4.12 4.71 
8.21 9.38 
75.17 
3.90 4.46 
8.85 10.11 
62.42 
29.80 34.06 
37.28 44.32 
Source: Compiled on tne basis of Information collected through 
questionnaire and by the courtesy of Directorate of 
Horticulture, Planning and Marketing, Government of 
Jannmu and Kashmir, Srinagar. 
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to 31.34 per cent in 1983-84 which shows an increase in 
grower's net receipt by 5.94 per cent over the period 
under study. The expenses and margins of the intermedia-
r i e s were 46.65 per cent and 22.01 per cent respectively 
of the consumer's rupee in 1983-84, whereas in 1988-89 
the same was 43.23 per cent and 19.49 per cent reg i s te r ing 
a decrease of 3.4 2 per cent in intermediaries expenses 
and 2.52 per cent in their margins. The costs incurred 
by r e t a i l e r ' s were s l ight ly higher than the cost incurred 
by wholesalers in t h i s channel in both the per iods . 
However, the wholesaler 's margins was higher as compared 
to r e t a i l e r ' s margin. 
Price Spread in Channel-Ill; 
Table 4.3 shows tha t the net share of the growers 
in the consumer's rupee was 44.32 per cent in 19 83-84 
which has increased to 54,51 per cent of the coiisumer's 
rupee in 1988-89. I t refers to the fact that 55.63 per 
cent and 45.49 per cent of the consumer's rupee has 
been consumed by the intermediaries in the shape of 
margins and costs and grower's marketing costs in 1983-84 
and 1988-89 respectively as shown in the t ab l e . The share 
of grower's expenses were 29.63 per cent and 29,57 per cent 
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TABLE 4 . 3 
ERICE SPREAD IN MARKET PsG OF APPLES lis r^^SHMIR DURING 1 9 8 3 - 8 4 
AND 1 9 8 8 - 8 9 THROUGH JKHPMC 
(CxiAKNEL-IIl) 
(Per S tandard Jox) 
S . 
No. I t e m s 
1983-84 1988-89 
Cost % o t each Cost % of each 
(RS) rupee of (to) r u p e e of 
consumer consumer 
1. P r i c e p a i d by t h e 
consumer 
2. Expenses of t h e 
r e t a i l e r 
3 . Margin of r e t a i l e r 
4 . P r i c e p a i d by t h e 
r e t a i l e r 
5 . E x p e n s e s of t h e 
vA-iolesaler 
6 . Margin of the 
who 1 es a l e r 
7 . P r i c e p a i d by t h e 
w h o l e s a l e r 
8 . M a r k e t i n g e x p e n s e s 
p a i d by t h e grower 
9 . Net p r i c e r e c e i v e d 
by t h e grower 
87 .37 100.00 
3 .63 4 .15 
7 .93 9 .08 
6 1 . 2 5 
3.10 3.55 
8.10 9 .27 
50 .05 
25.89 29.63 
38 .72 44 .32 
94.70 100.00 
4 . 1 2 4 . 3 5 
8 . 2 1 8 . 6 8 
82.37 
3.90 4 . 1 2 
9 .85 9 . 3 4 
68 .62 
28.00 29 .57 
51 .62 5 4 . 5 1 
S o u r c e : C o n s t r u c t e d from t h e In fo rma t ion c o l l e c t e d t h r o u g h 
marke t i n v e s t i g a t i o n and o f f i c e r e c o r d s of Jammu 
and Kashmir Marke t ing and P r o c e s s i n g C o r p o r a t i o n 
L t d . (JKHPMC) , S r i n a g a r . 
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in 1983-84 and 1988-89 respectively in the consumer's 
rupee which was 7.77 per cent and 4.49 per cent respect-
ively less than the said cost in Channel-II in two 
periods under study. The wholesaler 's margin was found 
in excess by 0.19 per cent and 0.65 per cent in period 
I and II respectively of the consumer's rupee than the 
r e t a i l e r ' s margin in th i s channel which shows the 
dominating power of wholesaler in the d i s t r ibu t ion 
system. 
Price Spread in Channel-IV; 
In pre-harvest contract system, the net share of 
the consumer's rupee in 1988-89 was about 33,54 per cent 
which was more by 5,48 per cent when compared with the 
r e s u l t s of 1983-84 where i t was j u s t 28.06 per cent of 
the consumer's rupee. Table 4.4 r e f l e c t s that 71.94 per 
cent and 66.46 per cent in 19 83-84 and 1988-89 respect-
ively of the consxamer's rupee has been shared by the 
intermediaries in the shape of margins and costs 
including grower's marketing expenses which amount to 
40,68 per cent and 37.79 per cent of the consumer's 
rupee in the two periods. The percentage of wholesaler 's 
116 
TABLE 4 . 4 
m i C E SFREAD IN MARKETING OF APPLES IN KASHMIR DURING 1 9 8 3 - 8 4 
AND 1988-89 THROUGH PRE-HARVEST CQINITRACTOR 'S 
CHANNEL (CHANNEL-IV) 
( P e r S t a n d a r d Box) 
S . 
N o . I t e m s 
1983 -84 1 9 8 8 - 8 9 
C o s t % o f e a c h C o s t % o f e a c h 
(RS) r u p e e o f (Rs) rupee of 
consumer consumer 
1. Price paid by the 
consumer 72.81 100.00 87.50 100.00 
2. Expenses of the 
retai ler 3.63 4.99 4.12 4.71 
3. Margin of the 
retai ler 7.93 11.89 8.21 9.38 
4. Price paid by the 
retai ler 61.25 75.17 
5, Expenses of the 
wholesaler 3,10 4. 26 3.20 4.46 
6. Margin of the 
wholesaler 8.10 11.12 8.85 10.12 
7. Price r>aid by the 
wholesaler 50.05 63. 12 
8. Marketing expenses 
incurred by the 
grower 29.62 40.68 33.07 37.79 
9. Net price received 
by the grower 20.43 28.08 29.35 33.54 
Source: Conpiled from the information collected from fruit 
growers, traders through interviews and market 
investigation. 
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margin in the consumer's rupee was more by 0,23 and 
0.7 3 in 1983-84 and 1988-99 respectively over the 
r e t a i l e r ' s margin in th i s par t icular channel. 
Price Spread in Channel-V: 
From Table 4.5, i t i s seen that the grower's net 
receipt of the consumer's rupee has increased by 3,99 
per cent over the period under study as i t was worked 
out 31.44 per cent in 1982-83 and 35.43 per cent in 
1988-89. The marketing costs and margins of the 
intermediaries including grower's marketing e^qjenses 
were estimated 68.56 per cent and 64,57 per cent in 
1983-84 and 1988-89 respectively of the consumer's 
rupee which resul ted in the increase in the net share 
of the growers by 3.99 per cent of the consumer's rupee. 
The grower's marketing expenses shows a decrease by 
1.39 per cent of the consumer's rupee over the period 
under study which has equally contributed to the 
increase in the grower's share of the consumer's rupee. 
The wholesaler 's margin was estimated at 0.23 per cent 
and 0,73 per cent in f i r s t and second period respectively 
in excess of r e t a i l e r ' s margin in the consumer's rupee. 
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TABLE 4 . 5 
PRICE SPREAD IN .MARKETING OF APH.ES OF KASHMIR DURING 1983-84 
AND 1988-89 THROUGH COOPERATIVE oQCIKTIES CHANNEL 
(CHANNEL-V) 
(Per S t a n d a r d Box) 
s. 
No. 
I t ems Cost 
(Rs) 
% of each 
rupee of 
consumer 
Cost 
(Rs) 
% of each 
rupee of 
consumer 
1. P r i c e p a i a by the 
consumer 7 2 . 8 1 100.00 87 .50 100.00 
2. Expenses of t h e 
r e t a i l e r 3 .63 4 .99 4 . 1 2 4 .70 
3 . Margin of t h e 
r e t a i l e r 7 .93 10.89 8 . 2 1 9 .38 
4 . P r i c e p a i d by t h e 
r e t a i l e r 6 1 . 2 5 7 5 . 1 7 
5 , Expenses of the 
w h o l e s a l e r 3.10 4 . 26 3.90 4 . 4 6 
6 . Margin of t h e 
w h o l e s a l e r 8.10 11.12 8 .85 10 .12 
7 . P r i c e p a i d by t h e 
w h o l e s a l e r 50.05 6 2 . 4 2 
8 . Mar]<eting expenses 
i n c u r r e d by t h e 
grower 
9 . Net p r i c e r e c e i v e d 
by t h e g rower . 
27.16 37.30 
22.89 31.44 
3 1 . 4 2 3 5 . 9 1 
31.00 3 5 . 4 3 
S o u r c e : C o n s t r u c t e d from t h e i n f o r m a t i o n c o l l e c t e d from g r o w e r s , 
t r a d e r s , c o o p e r a t i v e marke t ing s o c i e t i e s and D i r e c t o r a t e 
of H o r t i c u l t u r e {P U H), S r i n a g a r . 
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P r i c e Spread in Channe l -VI ; 
The r e s u l t s in Table 4 . 6 show t h a t i n t h i s 
channe l l i k e o t h e r c h a n n e l s t h e n e t g r o w e r ' s r e c e i p t 
of t h e consumer ' s r u p e e h a s i n c r e a s e d i n p e r i o d second 
a s i t was 28.07 pe r cen t in 19 83-84 and 34 .90 p e r c e n t 
i n 1988-89 of t h e c o n s u m e r ' s r u p e e . A c c o r d i n g l y , 
m a r k e t i n g c o s t s and marg ins of i n t e r m e d i a r i e s i n c l u d i n g 
g r o w e r ' s marke t ing c o s t s account f o r 7 1 . 9 1 p e r c e n t 
and 65 .10 per c e n t of t h e c o n s u m e r ' s r u p e e i n 1983-84 
and 1988-89 r e s p e c t i v e l y . F u r t h e r , in t h i s c h a n n e l , 
t h e g r o w e r ' s m a r k e t i n g e x p e n s e s r e d u c e d from 4 0 . 6 5 per 
c e n t t o 37 .82 p e r c e n t of t h e c o n s u m e r ' s r u p e e o v e r t h e 
two p e r i o d s lander s t u d y r e s u l t i n g i n t h e i n c r e a s e in t h e 
g r o w e r ' s n e t r e c e i p t by 2 .83 pe r c e n t of t h e c o n s u m e r ' s 
r u p e e . The w h o l e s a l e r ' s margin and r e t a i l e r ' s margin 
shows a d e c r e a s e by 0 . 0 1 p e r c e n t and 1.51 p e r c e n t of 
t h e c o n s u m e r ' s rupee over t h e two p e r i o d s . However, i n 
bo th t h e p e r i o d s t h e w h o l e s a l e r ' s margin was h i g h e r as 
compared t o r e t a i l e r ' s m a r g i n . 
COMPARATIVE ANALYSIS OVERALL APPRAISAL 
From t h e major f i n d i n g s o u t l i n e d in t h e p r e c e d i n g 
p a g e s , i t i s e v i d e n t t h a t r e t a i l e r ' s and w h o l e s a l e r ' s 
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TABLh 4.6 
PRICE SgREAD IN MARKETING OF APPLES IN KASHMIR DURING 1983-B4 
AND 1988-89 THROUGH FORWARDING AGENT'S CHANNEL 
(CHANNEL-Vl) 
(Per S t a n d a r d Box) 
S. 
No. I t e m s Cost % of each (RS) rupee of 
consumer 
C o s t % of each 
(RS) r upee of 
consumer 
1. P r i c e p a i d by t h e 
consumer 72 .81 100.00 87 .50 100.00 
2. Expenses of t h e 
r e t a i l e r 3.63 4 .99 4 . 6 3 4 .15 
3 . Margin of t h e 
r e t a i l e r 7.93 10.89 8 . 2 1 9 . 3 8 
4 . P r i c e p a i d by t h e 
r e t a i l e r 61 .25 74 .66 
5 . Expenses of t h e 
w h o l e s a l e r 3.10 4.26 3.10 3.54 
6 . Margin of t h e 
w h o l e s a l e r 8.10 11.12 8.85 10.12 
7 . P r i c e p a i d by t h e 
w h o l e s a l e r 50.05 6 2 . 7 1 
8 . M a r k e t i n g expenses 
by t h e grower 
9 . Net p r i c e r e c e i v e d 
by the grower 
29.60 40 .65 33 .09 37 .82 
20.45 28.09 30 .62 34 .99 
S o u r c e : Compiled from t h e i n f o r m a t i o n c o l l e c t e d from f r u i t 
g r o w e r s / t r a d e r s t h r o u g h i n t e r v i e w s and marke t 
i n v e s t i g a t i o n . 
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enjoy equal margins in both periods under study in 
a l l channels barring channel - I l l . In t h i s channel the 
margin of wholesaler and r e t a i l e r i s less by 1,85 per 
cent and 1,81 per cent respectively in 1983-84 and 
0.77 per cent and 0.70 per cent respectively in 1988-89. 
The other par t of the analysis reveals that both 
vrfiolesaLer and r e t a i l e r margins have decreased by 1,01 
per cent and 1,51 per cent respectively of the consumer's 
rupee over the period under study in a l l channels except 
channel-I l l viAiere wholesaler 's margin increased by 0,07 
per cent of the consumer's rupee and r e t a i l e r ' s margin 
decreased by 0.40 per cent of the consumer's rupee over 
the period. Another in teres t ing feature to note i s that 
the wholesaler 's have an upper hand over the r e t a i l e r s 
in a l l the channels except channel-I where the i r inpact 
i s absent. In r e s t of the five channels wholesalers ' 
margin are greater and costs lesser when compared to 
those of the r e t a i l e r s in Doth the periods. I t , therefore, 
proves that wholesalers enjoy re la t ive ly larger proport-
ion of margin in the consumer's rupee as compared to the 
r e t a i l e r s . The margin of wholesalers i s greater by 
0.19 per cent in case of channel-Ill and 0.23 per cent 
in case of other channels except charmel-I in 19 83-84 
whereas in 1988-89 the same was 0.66 per e©Rt in 
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channel-I l l and 0.73 per cent in r e s t of the channels. 
3y adopting the channel-I l l , I t i s further evident that 
the wholesaler's expenses are less by 0.60 per cent 
and 0.23 per cent in 1983-84 and 1988-89 respectively 
which otherwise accounts for 0.73 per cent and 0,25 per 
cent respectively in other channels. 
Generally speaking grower's marketing expenses 
are on the whole higher in a l l channels. There costs 
vary from 29.63 to 40,68 per cent of the consumer's 
rupee in the operating channels in 1983-84 whereas in 
1988-89 the same costs vary from 29.57 to 39.47 per cent 
of the consumer's rupee. The cumulative effect of a l l 
these factors has resul ted in the reduction of grower's 
net rece ip ts . 
The above findings lend support to the fact tha t 
the channel-I (direct) is the remunerative channel as 
compared to other channels in general and channel-IV 
in par t icular which i s the most popular and commonly 
used channel by the growers. I t i s only ih the d i r ec t 
channel that in price spread the grower gets the higher 
amount than which i s appropriated by a l l expenses and 
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in termediar ies margins. This channel i s followed by 
channel - I l l (JKHPMC) which though accounts for larger 
amount of expenses and margins than the net r ece ip t s 
of producer when compared to channel-I. But i t i s be t te r 
than the r e s t of the channels which account for expenses/ 
margins more than two times the net receipts by the 
grower. However, the successful working of channel-I 
(direct) i s p rac t i ca l ly impossible as there i s wide gap 
between production centres and export markets. To bridge 
the gap between these two centres (points) number of 
a c t i v i t i e s are to be performed which cannot be organised 
e f f ic ien t ly by a single ins t i tu t ion or individual. As a 
consequence of which channel-V (Cooperative Societ ies) 
and channel- I l l (JKHPMC) has to play a leading ro le in 
providing modernised and economical channel to the 
f ru i t growers. However, JK:IH4C cannot prove an ef fec t ive 
i n s t i t u t i on for t h i s pWpose because i t s maximum decisions 
are subservant to po l i t i c a l i ssues . Hence, the p rac t i ca l 
and r e a l i s t i c channel would be cooperative s o c i e t i e s . 
Cooperative Societ ies alone can provide an ef fec t ive 
and remxinerative channel provided the i l l s tha t f a i l 
these soc ie t ies are removed and allowed to function on 
their own withxjut pu l l s and pressures from the government. 
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MARKETING EFFICIENCY 
M a r k e t i n g e f f i c i e n c y i s a concep t which e n s u r e s 
maximvam p r o d u c t i v i t y wit^» minimum m a r k e t i n g i n p u t s . 
Normal ly a sys t em i s d e c l a r e d e f f i c i e n t in m a r k e t i n g 
which p r o v i d e s maximum r e t u r n s t o t h e p r o d u c e r . 
However^ in t o d a y ' s consumer o r i e n t e d economy an 
e f f i c i e n t m a r k e t i n g system would be one t h a t o f f e r s 
maximum r e t u r n s t o t h e p roduce r s s u p p o r t e d by e f f i c i e n t 
s e r v i c e s t o t h e consumers . Accord ing ly t h e c o n c e p t of 
o p e r a t i o n a l e f f i c i e n c y forms a p a r t of t h e m a r k e t i n g 
e f f i c i e n c y . V a r i o u s a t t e m p t s have been made from t ime 
t o t i m e t o f o r m u l a t e i d e a l system fo r t h e e v a l u a t i o n 
of channe l e f f i c i e n c y . However, most of t h e s y s t e m s 
canno t be used f o r p r e s e n t s tudy b e c a u s e of p e r e s h a b l e 
n a t u r e of t h e p r o d u c t . There fore , i n v i ew of t h e 
p e r e s h a b L l i t y of t h e p r o d u c t under s t u d y , S h e p h e r e d ' s 
Model have been used t o examine t h e m a r k e t i n g 
e f f i c i e n c y of t h e a p p l e d i s t r i b u t i o n s y s t e m . 
M.E = V/T - 1 
where, M.E = Marke t ing E f f i c i e n c y 
T = T o t a l c o s t of m a r k e t i n g 
= Value of the p roduce s o l d ( c o n s u m e r ' s rupee) V 
1. a i e p h e r e d , G. S . , "Marketing farm P r o d u c t s - Economic 
A n a l y s i s " , Towas S t a t e U n i v e r s i t y P r e s s , Amas, Towa, 
U . S . A . , 1965, p , 254. 
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According to Shephered the r a t io of t o t a l 
value of goods marketed to the marketing cost i s 
used as a measuring eff iciency. The higher the r a t i o , 
the higher the efficiency and vice-versa . 
While applying the Shephered's Model to the 
value of produce (V) and marketing cost (I) during 
1982-83 and 1988-89 under different channels, the 
following conclusions have been drawn. As shown in 
Table 4.8, the marketing efficiency i s much higher in 
channel-I (direct) followed by channel-III (JKHPMC) 
and channel-II (Commission agents) with an efficiency 
of 0.75 and 0.59 respectively during 1988-89. The 
marketing efficiency in case of channel-Vl (Forwarding 
Agent) and channel-IV (Pre-harvest Contractors) has 
regis tered a lower efficiency as compared to other 
channels of t h i s t r ade . I t i s evident by the fact 
that i t i s four level channel and involves a long 
chain of intermediaries which grab major portion of 
margins. The most popular channel with growers i . e . 
channel-II (Commission agent) stands third in the 
overal l efficiency position of the exist ing channels. 
The channel-I (direct) which stands f i r s t in the 
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overal l efficiency posit ion is not much in vogue on 
account of p rac t i ca l d i f f i c u l t i e s faced by i t as 
pointed out e a r l i e r . The channel tha t ranks second 
in the overall channel posit ion i s that of channel-III 
(JKHPMC) but i t i s depressing to note that i t s market-
ing efficiency has decreased over the years as shown in 
Table 4 .8 . The efficiency ra t io of JKHPMC channel was 
0.80 during 1982-83 and same has decreased to 0,75 
during 1988-89. I t i s , therefore, evident that t h i s 
channel of apple produce i s not advisable to the growers 
in the near future f i r s t l y because i t s maximum decisions 
are subject to p o l i t i c a l issues and secondly i t s operat-
ing expenses are increasing on account of mis-management. 
The only modernised, economical and remunerative channel 
to the growers seems to be channel-V (Cooperative 
iaocieties) . The efficiency ra t io of Cooperative Societ ies 
channel as shown in table 4,8 was 0,46 in 1982-83 as 
against 0.55 in 1988-89, regis ter ing an increase of 
about 20 per cent . The efficiency ra t io for JKHPMC i s 
0,80 and 0.75 respectively during the same period 
regis te r ing a decrease of about 10 per cent. 
Thus, the overal l findings of the table 4.8 
can be summed up that cooperative socie t ies can be 
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p r e s e n t e d a s a r e m u n e r a t i v e channel for g rower s p r o v i d e d 
t h e s h o r t c o m i n g s t h a t f a i l t h e s e s o c i e t i e s a r e removed 
i n l e t t e r and s p i r i t . In f a c t i t h a s been o b s e r v e d by 
t h e s c h o l a r t h a t e f f i c i e n c y has never been t h e c r i t e r i a 
f o r t h e s e l e c t i o n of t h e channel in t h i s t r a d e b u t as 
a g a i n s t age o l d f a c t o r s a r e r e s p o n s i b l e f o r t he s e l e c t i o n 
of t h e channe l by t h e g r o w e r s . The f a c t o r s which compel 
t h e g rower s t o adopt a p a r t i c u l a r channe l as a g a i n s t t h e 
r e m u n e r a t i v e channel o r c h a n n e l s w i l l be w o r t h w h i l e t o 
d i s c u s s in t h e f o l l o w i n g l i n e s t o come. 
FACTORS RESPONSIBLE FOR CHOICE OF CHANNEL 
The f o r e g o i n g d i s c u s s i o n r e v e a l s t h a t commision 
a g e n t s have domina ted t h e app l e t r a d e i n Jammu and 
Kashmir S t a t e and do n o t a l low t h e o t h e r m a r k e t i n g 
a g e n c i e s t o enjoy a good s h a r e i n t h e m a r k e t i n g of 
h o r t i c u l t u r e p roduce i r r e s p e c t i v e of t h e f a c t t h a t 
t h e age o l d t r a d i t i o n a l channel v i s * commission a g e n t 
i s n o t a modern and economical a s compared t o c o o p e r a -
t i v e s o c i e t y . 
The s e l e c t i o n of a s p e c i f i c c h a n n e l a l t e r n a t i v e 
i s n o r m a l l y done on t h e b a s i s of two main c r i t e r i a : 
1. Dho lak i a , N . , e t . a l . , " f ^ r k e t i n g Management C a s e s 
and C o n c e p t s " , The Macmillan Company of I n d i a , 
D e l h i , 1978, p . 315 . 
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a. Cost, and 
b . Control labi l i ty 
Ordinarily, there i s no such sound and solid 
reasons for the selection of conunission agen t ' s channel 
by the f r u i t growers of the State . However, the following 
reasons have been foxmd for the non-adoption of coopera-
t ive channel system: 
a. Most of the growers do not market the i r produce 
through apple marketing cooperative s o c i e t i e s 
because they have no idea of the in tegra t ion 
concept and the advantages tha t would accrue 
to them through th is arrangement. Some of the 
growers are of the opinion that these s o c i e t i e s 
are not capable to provide the necessary and 
e f f ic ien t services to the growers in apple 
marketing as are provided by the commission 
t r ade r s . 
b. The commission agents extend a p a r t i c u l a r 
hosp i t a l i ty to their c l i en t s and also provide 
meals and tea e t c . , when the growers v i s i t them 
1. Scholar 's discussion with apple growers of the State , 
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at even odd hours. They are often provided with 
boarding and lodging f a c i l i t i e s in case they 
stay on for the night at ej^ort marketing centres . 
Such f a c i l i t i e s are not possible in case of 
cooperative soc ie t ies , 
c . The growers prefer commission agents for t he i r 
credi t needs because they keep these loans as 
sec re t . Also the growers obtain c red i t from the 
commission agents for such purposes for which 
they do not get i n s t i t u t iona l c r e d i t . They get 
c red i t from them at almost any time they want. 
This was one of the major reasons for grower 's 
preference to commission agents. 
d. Generally, a grower would patronize tha t agency 
for sale of the i r produce which thei r fore-fathers 
had patronized for years before them. There ex i s t s 
close contacts and time honoured re la t ionsh ip 
between the growers and the commission agents 
and they do not care to severe these re la t ionsh ips 
unless substant ial economic incentives are offered 
by the a l te rna t ive agency. Personal r e l a t i ons 
play a dominating role in the promotion of bus iness . 
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e . Some growers believe that commission agents pay 
higher returns for their produce than the 
cooperatives. The cooperative agencies need to 
remove th i s impression through actual demonstra-
tion otherwise their business at extensive scale 
i s not poss ib le . 
f. I t has been indicated by some growers that the 
produce at commission agent 's shop i s disposed 
off quiclcly than in case of cooperative soc ie t i e s . 
With the resu l t there are less chances of 
deter iorat ion of f ru i t through th is channel. 
g. At present, the cooperative marketing soc i e t i e s 
hes i t a te to make out - r ight purchases for fear 
of pr ice f luctuations and the resu l tan t losses . 
At the same time these socie t ies do not make 
any bid whereas the commission agents p a r t i c i p a t e 
in the bidding operations to create an impression 
in the mind of the se l le r that they help the 
growers to get maximum returns for the i r produce. 
So long as employees of these public agencies 
and cooperatives are salaried, they do not take 
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many market risks which the commission agents 
normally c3o. The salaried employees of these 
marketing agencies do this for fear of losing 
their jobs. 
h. The employees of Cooperative Societies are 
Salaried persons and follow fixed schedules of 
working hours. They show inability to attend 
their customers at odd hours as they do not 
have sufficient business Incentives. 
The above discussion lend support to the fact 
that the defects of apple marketing can be removed by 
organising the work by the establishment of apple 
cooperative marketing societies. Therefore, the need 
of the hour is to organise the apple growers of the 
Jattmu and Kashmir witnin the fold of cooperatives. All 
the coooeratives thus formed should consist of the 
small, medium and large growers oesides government. 
These cooperative should collect, store, pack and 
perform other allied services for the apple produced 
of their members and then sell it at a time when 
conditions in the market are quite favourable. During 
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the couirse of marketing operations the soc ie t i e s should 
provide to the i r members necessary credi t to meet the i r 
various requirements of l i f e . This system of marketing 
can help the growers to realise much be t te r pr ice and 
at the same time i t will (tecrease the marketing costs , 
remove various mal-practices, trade abuses and increase 
the i r bargaining power. Here i t may be pointed out to 
make cooperative societ ies effective and successful in 
the i r marketing operations, i t i s of prime importance 
that the i n i t i a t i v e for the formation of these soc ie t i e s 
must come from the growers themselves. I t should not a l l 
be enforced by the government from above. For t h i s 
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purpose i t i s quite necessary that the benef i t s of 
cooperative marketing must be amply brought home to the 
ignorant and i l l i t r a t e growers by the concerned govt, 
agencies or by voluntary agencies. For t h i s purpose 
lec tures and film shows may be arranged to enthuise 
the growers in the formation of these s o c i e t i e s . Radio 
Kashmir and Doordarshan can also play useful ro le in 
t h i s d i rec t ion . If t h i s i s not done then pre-harvest 
contractors , commission and forwarding agents wi l l 
continue to exploi t the growers and swallow maximum 
share of apple return as pointed out e a r l i e r . The 
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income and employment generating potential of apple 
cultivation as a viable vocation and bring this 
important sector of the state economy on scientific 
lines^ its problems are to be identified and suggested 
measures for the eradication of problems in letter and 
spirit. It is against this back ground the scholar feels 
it worthv^iile to identify the problems of cooperative 
marketing in general and apple marketing in particular 
in the next chapter. 
C H A P T E R -V 
FROBLEMS OF COOPERATIVE MARKETING IN KASJMIR 
The foregoing chap te r s b r ing t o l i g h t an impor tant 
t h e s i s t h a t coopera t ive system has f a i l e d t o g ive boost t o 
the coopera t ive marketing in genera l and apple marketing 
in p a r t i c u l a r , A cursory study of t h e coopera t ive system 
in Jaimiu & Kashmir S t a t e i n d i c a t e s t h a t i t pos se s s a l l 
esseniii>l c h a r a c t e r i s t i c s of an e f f i c i e n t system. But t h e 
system has f a i l e d t o c o n t r i b u t e i n terms of growth and 
p r o d u c t i v i t y in t h e f i e l d of marketing on account of t h e 
problems faced by coopera t ive system in t h e S t a t e . I t I s 
depressing t o no te t h a t s i t u a t i o n i s more alarming in t h e 
apple marketing as the coopera t ive system has t o o p e r a t e 
in such a system of apple marketing t h a t has many problems 
of i t s o\nx. Therefore , i t w i l l be i n t e r e s t i n g t o d i s c u s s 
the problems under two major c a t e g o r i e s v i z ; 
(A) Problems of Cooperative Marketing; 
(B) Problems of / ^ p l e Marketing. 
(A) EROBLEMS OF COOPERATIVE MARKETING 
The study of marketing problems under coope ra t i ve 
systan i s a conplex in nature as the concept of cooperative 
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marketing widely d i f f e r s . Generally, speaking cooperative 
marketing comprises of the operations involved in the 
flow of agricul ture produce from the grower to the f inal 
consumer. This includes se r i e s of a c t i v i t i e s l ike the 
handling of produce at the farm, i n i t i a l processing, 
grading and packing in order to maintain quali ty production 
with minimum wastage. 
Keeping in view the broader concept of cooperative 
marketing, the following are the main obs tac les for the 
fai lure of cooperative marketing in S ta te of Janmu and 
Kashmir. 
1, Centralised Manaqeipent; 
This i s unfortunate to note tha t the powers of the 
socie t ies are cent ra l i sed with managing committees which 
manag the affa i rs of the society for the i r own i n t e r e s t s 
and therefore, the ordinary members do not enjoy the 
benefi ts of cooperative system. The managing committee 
mostly comprises of medium growers where the small growers 
f a i l to pleade even the genuine problems faced by them in 
disposing off the i r produce. Consequently the cooperative 
system does not sa t is fy the basic object ive to stop the 
exploitation of the small growers by the large growers 
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for which the cooperative system was formulated. The defects 
in the working of managing committee are not brought to 
l igh t as they shun away the auditors and avoid meeting the 
o f f i c i a l s concerned. 
2. Poor Management; 
Cooperative system in the Sta te of Jammu and Kashmir 
has fa i led to achieve i t s objectives because of i t s poor 
management. The executors fa i l to execute the plans formula-
ted by the managing committee for the development of 
cooperatives in the State of Jammu and Kashmir because such 
plans are not based on appropriate planning premises. I t 
has also been observed that most of the executors of these 
plans are not well versed with the l a t e s t controll ing 
devices which are essential for the proper implementation 
of the p l ans . 
3. Lack of Coordination! 
The present cooperative system suffers from proper 
coordination among various levels of the cooperative 
organisat ion leaving most of the cooperative programmes 
ine f fec t ive . There i s a wide gap between apex body and 
cooperative societ ies at d i s t r i c t and block l eve l s . I t 
was observed by the scholar that in some cases the decisions 
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taken by higher management of the apex body are communicated 
to the cooperative societ ies at a time when they had lost 
t he i r market opportunity. At the same time the soc ie t ies do 
not submit the i r necessary business repor ts to the apex 
body with the r e s u l t the problems in the functioning of the 
cooperatives multiply year after year making the system 
disfunct ional . 
4, Lack of Proper Selection and Training: 
The personnel working in cooperative soc i e t i e s find 
themselves in dol drums as they are not clear about the i r 
r o l e s . Even in some cases the persons appointed are not in 
no way f i t to the specifications of the job. However, t h e i r 
select ion i s made on the basis of understanding which they 
have with the members of managing committee. This defective 
method^ of selecting persons for cooperative work, have 
been responsible for the unsatisfactory growth of the 
movement. The s i tuat ion i s more aggrivated with the non-
ava i l ab i l i ty of appropriate t r a in ing . All t h i s i l l -equiped, 
i l l - q u a l i f i e d and i l l-experienced staff bars the very 
s p i r i t of cooperative philosophy in Jammu and Kashmir S t a t e . 
5. Lack of Centralised Sales Authority; 
Centralised sales authority i s crucial and should. 
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therefore, be specified in d e t a i l . I t has been observed 
during the invest igat ion conducted by the scholar tha t the 
contract which binds the members with i t s society does not 
cover many essen t ia l de t a i l s on which a large par t of the 
member's income may depend. The cooperat ive 's sa les authority 
should have a comprehensive deed covering pr ice policy, 
processing, by-products, methods of policy sales , methods, 
of handling produce between the growers and the cooperative, 
grades or other standard; methods of a l locat ing expenses, 
methods of calculat ing capi ta l contribution and income 
d i s t r ibu t ion ; and the re la t ionship between sales and 
financing procedures. The present contract deed does not 
even cover one t h i r d of the de ta i l s mentioned above. All 
t h i s has made handicap cooperatives in the normal operation 
of the i r business. 
6, Absence of Information System; 
The cooperative socie t ies in Kashmir are not 
cap i ta l i s ing the market opportunit ies due to non-aval l ab i l i t y 
of Information system. There ex i s t s a wide gap between 
arkets and the soc ie t ies and, therefore the soc i e t i e s 
do not possess the knowledge about the current market 
t rends consequently, the societ ies fa l l to r e a l i s e fully 
the benefits of cooperative marketing. 
m 
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7. Non-viablll ty of Primary Marketing Socie t ies ; 
I t i s unfortunate to note that the primary apple 
marketing cooperative societies are non-viable in Kashmir. 
The reasons are ident if ied by the scholar for the non-
v i a b i l i t y of the societ ies in Kashmir division were: 
- Low membership 
- Poor location of the societies 
- Inefficient to mobilise resources. 
8. Limited Area Coverage; 
The apple cooperative marketing society are mainly 
concentrated in Bararaulla and Kupwara d i s t r i c t s of Kashmir. 
I t i s depressing to note that many other d i s t r i c t s have 
not been brought under the programme of cooperatives 
despi te of t he i r r ich potential of apple growing. 
9. Absence of Cooperative Warehousing: 
The warehousing i s essent ia l for the success of 
cooperative society as i t enables the society to control 
the movement of a l l of the supplies of i t s members. As 
per the invest igat ion carried out by the scholar, the 
apple marketing cooperative socie t ies in Kashmir do not 
have the f a c i l i t y of warehousing both in terms of capacity 
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a s we l l as q u a l i t y . T h i s h a s made t h e s o c i e t i e s 
a lmost s i c k . 
10. Supply of Hort icul ture Inputs : 
The sdiolar observed during the invest igat ion that 
cooperative marketing soc ie t i es have fa i led to supply 
essent ial hor t icul ture inputs l ike , i n sec t i c ides pes t ic ides 
and equipments, to i t s members, 
11. Poor Financial Position; 
The major reasons for the failure of marketing 
cooperative societies in the Kashmir is the financial 
weakness on the part of the societies. No society is 
financially so sound as to meet the requirements of its 
all members. 
12. Vested Interests; 
It has been strongly observed during investigations 
that weaker sections do not take advantages of the facilities 
being offered Dy cooperatives in the State of Jammu and 
Kashmir. This is because the weaker sections do not get 
easy entry into cooperatives on account of vested interests 
of the top office bearers. This malpractice hampers the growth 
and prosperity of the cooperative system in the State, 
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13 , D e f e c t i v e System of Lending; 
At p r e s e n t c o o p e r a t i v e s o c i e t i e s p r o v i d e s h o r t - t e r m 
l o a n s t o t h e g r o w e r s . The quantum of t h e loan i s n o t 
s u f f i c i e n t t o meet t h e r e q u i r e m e n t s of t h e g r o w e r s . At t h e 
same t i m e t h e o f f i c i a l p rocedure fo r o b t a i n i n g t h e loan i s 
so c o m p l i c a t e d and lengthy t h a t g r o w e r s a r e o f t e n d i s c o u r a g e d 
t o make u s e of t h i s b e n e f i t and f e l l p r ey i n t o t h e hands of 
commission a g e n t s or money l e n d e r s . 
(B) PROBLEMS OF APPLE MARKETING 
The p rob l ems of apple m a r k e t i n g , i n f a c t s t a r t s from 
t h e p r o b l e m s of p r o d u c t i o n as t h e p r o d u c t i o n p r o b l e m s have 
d i r e c t b e a r i n g on t h e market ing of a p p l e p r o d u c e , t todern 
and s c i e n t i f i c method of marke t ing i s d i f f i c u l t u n l e s s i t 
i s accompanied by q u a l i t y p r o d u c t i o n . T h e r e f o r e , i t w i l l be 
i n t e r e s t i n g t o d i s c u s s t h e problems of a p p l e m a r k e t i n g 
i n t o two major h e a d i n g s : 
a. Problems in Production Pattern; and 
b. Problems in Marketing System. 
a. Problems in Production Pattern; 
The problems of apple industry in production 
techniques are: 
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i . Layout; 
i i . Diseases and pes t s ; 
i i i . Tradit ional technology; 
i v . Lesser use of chemical f e r t i l i s e r s ; 
V. Prunning; and 
v i . I r r iga t ion , 
i) Layout; Maximum productivity from orchard i s the r e s u l t 
of good orchard layout. Orchard layout ideal ly involves the 
allocation of space and the arrangement of t r e e s within the 
orchard in such a way so as to achieve the g rea tes t possible 
output of high quali ty f ru i t with the lowest possible e f for t . 
So for layout of orchards i s concerned/ i t i s observed 
that 73.60 per cent properly laid out and remaining 26.40 
per cent are i r r egu la r . Hence, maximum productivi ty from 
irregular portion of orchard i s not poss ible . 
i i ) Diseases and Pests; The main problem of apple industry 
i s that i t s maximum portion of production i s affected by 
scab disease. The scab i s one of the most severe diseases 
which has a bad impact on apple production. Before 1973, 
i t was only limited to cer ta in v a r i e t i e s of apple, v iz ; 
Araeri, Dooda Aneri, Trayal including Junga Trayal . But 
during last few years i t has been observed tha t scab 
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d i s e a s e h a s e x t e n d e d i t s a r e a t o c e r t a i n o t h e r v a r i e t i e s 
of a p p l e which i n c l u d e s Red d e l i c i o u s H a z r a t b a l i , S h a r a n p u r i , 
Mahara j i and American. As such scab d i s e a s e h a s i n f l u e n c e d 
a lmos t f u l l f r u i t p r o d u c t i o n of t h e S t a t e which i s e v i d e n t 
from t h e t a b l e g i v e n below; 
TABLE 5 . 1 
DEGREE OF PESTS AND DISEASE 
Degree of a t t a c k P e r c e n t a g e of f r u i t o r c h a r d 
1. Seve re a t t a c k 
2. Modera te a t t a c k 
3 . Low a t t a c k 
T o t a l 100.00 
Sou rce : Compiled from t h e p u b l i s h e d d a t a e n t i t l e d "Repor t 
on P r e f a l l i n g of Apple i n Jammu and Kashmir" / 
D i r e c t o r a t e of H o r t i c u l t u r e ( S t a t i s t i c s Wing), 
Jammu & Kashmir Government, 1981, p , 6 , 
From t h e t a b l e , i t i s e v i d e n t t h a t f u l l f r u i t 
p r o d u c t i o n i . e . , 100 p e r c e n t in t h e S t a t e i s deep ly o r 
m i n u t e l y damaged by p e s t s and d i s e a s e s . T h i s r e d u c e s t h e 
q u a l i t y of f r u i t v a r i e t y and a l s o p r o d u c t i o n p o t e n t i a l i t y of 
a t r e e and t h e r e b y l e a v i n g i t of uneconomica l v a l u e . 
10. 
31 , 
57, 
.52 
.58 
.90 
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In order to control such a problem and minimise 
the incidence of disease, the government au thor i t i e s toolc 
various measures which includes: 
a. Issue of l i t e r a t u r e , holding of exhibi t ions and 
demonstration shows* 
b . Conduct of various classes in apple growing areas 
whereby growers are informed about the r e s u l t s of 
pests and diseases and the i r proper control , and 
c. Introduction of plant diseases and pes ts Act, 1973. 
Despite these measures i t has not been possible for 
the Government to eradicate the disease completely. 
i i i ) Traditional Technology; In Jammu and Kashmir S ta te , 
f ru i t cultivation i s carr ied through poor equipment, 
inadequate and obselete t oo l s . This method i s e s sen t i a l ly 
responsible for the low product ivi ty . Over the years , the 
age old techniques have been refined and sharpened but 
even these are not up to the mark. Hence there i s a good 
scope for improvement in the method of cu l t iva t ion and 
adoption of improved hor t i cu l tu ra l p r a c t i c e s . Reasons for 
non-adoption of modern technology are many and are 
c lass i f ied as under: 
a . Lack of knowledge, 
b . Financial deficiences. 
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a. Lack of knowledge; This is the major obstacle 
in the way of adoption of new horticultural technology. 
Most of the growers are ignorant and generally 
uninformed of the latest method and techniques of 
production, 
b. Financial deficiencies; The prices of new equipment 
are high enough/ hence beyond the reach of small 
growers and medium growers. The successful adoption 
of costly improved horticultural practices is 
conditioned to a great extent on the financial 
position of the grower. 
iv) Lesser Use of Chemical Fertilisers; The apple growers 
of the State are well seized that the application of 
chemicals in horticulture is of prime importance and if 
orchard is fully fertilised, it can produce a large amount 
of fruit but unfortunately they do not fully apply adequate 
fertilisers to their orchards on account of the following 
reasons: 
1. Majority of the growers are poor with inadequate 
credit facilities and are not in a position to 
purchase chemical fertilisers in adequate quality. 
2. Growers are spectical about the use of artificial 
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f e r t i l i s e r s as they fear loss of f ru i t through the 
improper appl icat ion. 
3. Growers are not well informed about the r e l a t i v e 
merits of f e r t i l i s e r s and about the i r preparation 
and applicat ion. 
Keeping in view these reasons only a small percentage 
of growers use f e r t i l i s e r s . This i s c lear from the fact tha t 
only 7.02 per cent of orchards in the Valley receive 
f e r t i l i s e r s regularly, and 54.39 per cent are f e r t i l i s e d 
occassionally and res t 38.59 per cent of orchards are not 
being f e r t i l i s e d at a l l . I t i s clear therefore, tha t a 
large portion of orchards in the Valley remain un fe r t i l i s ed . 
v) Prunning; According to survey 79.00 per cent of orchards 
2 in the State are not properly prunned. As a r e su l t of non-
prunning of f ru i t t r ees , poor y ie ld and quick deter iora t ion 
of the quality f ru i t takes p lace . In order to preserve 
sufficient strength in the t rees by removing i t s unwanted 
or diseased and long branches, prunning becomes an essent ia l 
feature of health care of the t r e e . 
1. Figures collected from Report e n t i t l e d "Report on Prefal l 
of Apples in the Kashmir Division", Directorate of 
Horticulture ( S t a t i s t i c s Wingh) J & K, Govt., p . 6. 
2. I b i d . , p . 6 . 
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Despite the obvious benefits of prunning, i t i s 
surprising tha t the growers have not ta)«en t h i s prac t ice 
kindly as they see i t as a wastage of cut or prunne any 
par t of a t r e e which i s the result of the i r ignorance. 
All concerned agencies including cooperatives should confine 
t he i r e f fo r t s to dispel the fears of the growers, 
vi) I r r i ga t ion ; Proper i r r igat ional f a c i l i t y i s a major 
input for agr icu l tura l produce. But i t i s shocking to note 
tha t a small percentage of orchards are properly i r r i g a t e d 
in the Valley and major percentage remains un i r r iga ted . The 
best of soi l and sunshine or even the climate are of no 
avail i f these are not accompanied by a guaranteed i r r i g a -
t iona l flow. I t has been estimated that t o t a l water 
requirements of f ru i t t r ees i s about 30 inches a year. 
This i s the minimum requirement which should be assured 
to the growers. Various methods are available to the growers 
for i r r i ga t ing the i r orchards apart from the natural 
r a i n f a l l s . The commonly used methods are: 
1. River and canals, 
2, Wells, dug-wells and tube-wells, 
3, Ditches and ponds, and 
4. Storage, tanks , e t c . 
1. Memoria, C.B., "Problems of Agriculture Marketing in India", 
Kitab Mahal, Allahabad, 1976, p . 157. 
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Despite all these methods most of the growers of 
the State are unable to adopt them because of the lack 
of funds. Once financial assistance is made available to 
the growers, it can reasonably be expected that they 
would be in a position to improve their irrigational 
facilities. 
b. Problems in Marketing System; 
In the marketing of apple produce from the production 
point to the consumption point a variety of problems are 
being faced by the growers. These problems are as under: 
1. Assembling, 
2. Sell ing, 
3. Storage, 
4. Transportation, 
5. Processing, 
6 . Grading, 
7. Finance, 
8. Risk bearing, and 
9. Market information. 
1, Assembling; The process of assembling involves the 
col lect ion of l i t t l e quantity of production from individual 
growers. I t i s the f i r s t step in the sequence of operations 
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whicn comprise hor t i cu l tu ra l marketing. This function can 
either be the assembling of the raw products from the 
prociuction area or the assembling of the finished products 
into the hand of other middlemen in order to meet demand 
of the ultimate consumer. 
In Jammu and Kashmir State the apple orchards are far 
from the assembling cen t res . Communication from these orchards 
to the assembling centres are often extremely poor and 
defective. Bad roads, lanes and t r a i t s l inking orchards 
with the assembling centres not only add to marketing costs 
but also lead to the mul t ip l icat ion of small dea lers and 
intermediaries. 
2. Selling; Selling does does not mean merely passively acceptin< 
the price offered. I t re fe rs to a l l those a c t i v i t i e s which 
sometimes are called merchandising. I t includes also the 
ac t iv i t i es l ike advertising and other promotional devices 
performed to influence the customer or create demand for 
the product. The decision as to the proper uni t of sale 
the proper packages, the best marketing channel, the 
proper time and place to approach poten t ia l buyers-al l 
1, Kohls, R.L., "Marketing of Agricultural Products", 
The i^'iacmillan Co., New York, 1967, p . 24. 
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are decisions v*iich can be included in the se l l ing function. 
Thus under t h i s head the following marketing problems have 
been studied: 
i) Package, 
i i ) Marketing channel, 
i i i ) Advertising and sa les promotion, and 
iv) Proper time. 
i . Package; Packing i s a convenient means of 
identifying a manufacturer's products, of stimulating 
demand and consumer i n t e r e s t and of improving 
sa leabi l i ty of the product by i t s more a t t r a c t i v e 
appearance. A sc ien t i f i ca l ly developed packaging 
technique will go a long way in preventing adul t -
eration, pilferage, short-weight and maintaining 
the quality of products and thus pave the way for 
2 
promoting sales. 
The t radi t ional packing system for apple 
produce in the Jaitmu and Kashmir State lack almost 
a l l the above stated advantages. The wooden box 
i s less economical and at the same time f a i l s to 
1, Kohls, R.L,, "Marketing of Agricultural i 'roducts". 
The Macmillan Company, New York, 1967, p . 25. 
2. 0. Chanshyandas, "Public Distr ibution System Some Snags", 
Indian Journal Marketing, vol . XI, No.8, ; ^ r i l 1981, 
p . 181. 
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gain consumer's a t t rac t ion . At present our fores t s 
are providing about 1.50 crores of boxes for the 
f ru i t packing every year. This source i s not l i f e 
long hence not sufficient to meet the present 
requirements of apple industry. Accordingly, 
therefore e f for t s were and are being made to develop 
an a l t e rna t ive arrangc.-r.cnt for the same. As a r e su l t , 
the Hort icul tura l Corperation and Hor t icul tura l 
Planning and Marketing Department adopted card 
board boxes instead of wooden, for packing purposes 
during the session 1980-81. The r e su l t were 
encouraging as i t i s satisfying the economic, 
promotional and other s tatutory requirements. In 
addition to these, benefits like comfort and 
convenience of the user, strength and the re-use 
of the container are also present in t h i s system 
of packing. Having the only disadvantage attached 
to i t i s tha t costs of card board cartoons i s 
comparatively higher as compared to wooden packing 
as i s evident from the table given below: 
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TABLE 5 ,2 
COST OF PACKING SYSTEM IN THE J & K STATE 
Cos t of Wooden Cos t of Card P e r c e n t a g e 
w fi-\ v.^^^^ ^r.^^(n\ e x c e s s i n c o s t 
Year ^^ ^^^ boa rd box(C) ^^ ^^^ ^^^^^^j 
1980-81 
1981-82 
1982-83 
1983-84 
19 84-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
6 .00 
7 .50 
8.50 
110.00 
12.00 
12.50 
13.00 
14.00 
14.50 
15.00 
12.00 
12.50 
13.00 
15.00 
14.00 
15.00 
15.50 
16.00 
16.50 
17. PO 
100.00 
6 6 . 6 7 
52 .94 
36.36 
16.67 
20.00 
19.23 
14.29 
13.79 
13 .33 
S o u r c e : J a tmu and Kashmir H o r t i c u l t u r e , Marke t ing and 
P r o c e s s i n g C o r p o r a t i o n L t d . 
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From the table i t i s evident that the cost of 
cardboard cartoons was 100 per cent more as conpared 
to wooden box in 1980-81, This i s so because of the 
non-avai lab i l i ty of these containers at tha t t ime. 
The subsequent effor ts made by the Government 
resvUted in taking up the manufacturing of these 
cartoons wj.wwl.. th<s ScuwC. I'hla had a good impact 
on the cost of the cartoons as the i r pr ice showed 
a decreasing tendency as i s clear from the t a b l e , 
^^ple growers could take advantage of cardboard 
containers as t h i s could save the t ranspor ta t ion 
cost on account of l e ss weight as compared to 
wooden boxes. Again the State resources of Green 
Gold can be saved which i s otherwise wasted by 
consiiming wooden boxes for supplying apples. 
Despite of t h i s the use of cardboard containers 
i s not popular because of the following reasons: 
a, grower's unawareness about the economical and 
promotiorial benefi ts of the cartoons; 
b, higher pr ice of cartoons as compared to wooden 
boxes; 
c. non-aval labi l i ty of adequate quantity of 
cartoons in the State; 
d. the sale centre of cartoons being in Srinagar 
r e s t r i c t s the use of the same by the growers 
l iving in rural areas. 
156 
ii. Marketing Channel; One of the most persistent 
obstacles to the improvement of marketing system is 
the lack of efficient and economical market channel 
through which the products could move to the target 
market. The complex pattern of marketing channel 
decrease the fruit returns to the basic growers. 
Generally it has been observed that consumers 
are located far away from the production centres. With 
the result there are various institutions working 
between basic growers and ultimate consumer, i^ue to 
their existence, the cost of apple production goes 
high logically the sinplest market is that in which 
the grower sells own production to the ultimate 
consumer without any intermediary. 
It is noteworthy that about 70 per cent of 
total apple production in the State passes at least 
through four hands before it reaches the final 
consumer. Pre-harvest contractors play the most 
important part in the apple marketing channel. They 
may sell direct to retailers, but more often go 
through commission agents in assembling and 
1. Motilal, V.S., "Efficiency in Apple Marketing", Indian 
Journal of Horticulture, vodt. Ill, 1968, p. 4. 
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distributive centres. These commission agents may 
also act as wholesalers themselves in other transac-
tions, subsequently using an additional commission 
agent or selling directly to retailer. The influence 
of these intermediaries have bad impact on marketing 
channel and the result thereof the orchardist hardly 
gets 20 to 30 per cent of the actual returns. 
iii. Advertising and Sales Promotion; Advertising and 
sales promotion play a positive role in the efficient 
marketing. By and large personal selling forms the 
major element of the promotional mix in horticulture 
marketing in the State. The advertising as a means 
of demand creation has been altogether ignored. As 
a consequence thereof consumer know less at terminal/ 
exjjort markets about the special and considerable 
qualifies of Kashmir apple and apple products. 
Personnel alone cannot compete with the marketing 
competition at terminal markets. It needs all support 
and help from other promotional devices which are 
absent in apple marketing at present. 
1, Abbott,, J.C., "Marketing Problems and Programmes", 
FAO, Ul^  Rome, 1958, p. 31. 
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iv . Proper Timing; Time i s an important factor in 
se l l ing . This also influence badly the apple market-
ing of the State , The apple production of Jammu and 
Kashmir State coroes to the market about 2 months 
after apple produce of Himachal Pradesh. This enables 
the competing State to get much time to capture the 
market ana tnereoy eax.ns good re turns for i t s produce. 
As a resul t the State faces lot of problems at export 
marketing centres in maintaining a proper balance 
between supply and demand. 
3, Storage; The proper storage f a c i l i t i e s are one of the 
essent ia l features of an e f f ic ien t marketing. The storage 
of farm products over substant ial per iods of time i s 
another service which i s essent ia l because of perishable 
character of these goods and the need to spread seasonally 
production over extended periods or r e l a t i ve ly s tab le 
demand. Storage helps in t id ing over the d e f i c i t s of 
pa r t i cu la r periods and areas and thus ac ts as n equalizer 
2 
of pr ices both regionally and over periods of t ime. 
Generally there i s inadequacy of cold storage 
f a c i l i t i e s for apple produce in the Jammu and Kashmir 
1. Op .c i t , , p . 16. 
2. Jasdanwala, Z.Y., "Marketing Efficiency in Indian 
Agriculture", Allied Publishers Pvt. Ltd. , Bombay, 
1966, p . 55. 
159 
Sta te . Inadequate cold storage f a c i l i t i e s are the cause of 
heavy losses to grower in the State and the r e su l t in 
serious wastage of f ru i t and increased cost of consumers. 
A large majority of f ru i t , after i t s plucking i s readily 
perishable under ordinary atmospheric temperature and 
humidity and cannot be stored even for a few days without 
serious deter iora t ion. I t has been observed that f ru i t 
allowed to stay in the open for one day losses i t s l i f e 
by one week. 
Without cold storage f a c i l i t i e s in the State and at 
export marketing centres the apple t rade on extensive scale 
i s not possible . I t i s worthy to note at the time of g lu t 
where there are chances of de ter iora t ion and spoilage, the 
apple t raders of the State s e l l the i r produce at export 
marketing centres viz; Delhi, Bombay, Madras e t c . at such 
a r a t e that i t i s not even suff ic ient to meet the cost of 
2 t ransportat ion and packing charges of the f r u i t . 
Proper cold stores equipped with l a t e s t physical handling 
techniques would secure the grower a more equitable pr ice 
by marking f ru i t available at desired time and thus eliminate 
1. Kashmir Today, Department of Information, J « i^  oovt . , 
August 1982, p . 23. 
2. Author's discussion with f ru i t t r ade r s at various export 
markets. 
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g l u t s in ho r t i cu l tu ra l market at harvest season. I t will 
protect and minimise the deter iora t ion and losses in the 
f ru i t during i t s marketing process. 
4. Transportation; A dependable t ransport i s yet another 
perquis i t for che succeasrul operation of the marketing 
system. Transport f a c i l i t a t e the movement of goods from 
places whiere they are l ess useful to places where they 
are much in demand. 
Market can suffer physical and economic i so la t ion or 
be within the compass of region or even wider competition 
depending upon both in ter and in t ra- regional t ransport 
f a c i l i t i e s , lifficiency in t ransport depends upon tne speed 
within which the goods are delivered and the care taken 
2 
during t r a n s i t . 
Hort icul ture produce frequently require t ransport 
service of an extremely special ised kind. All forms of 
transport viz ; road, air and water must be available in 
moving the produce from the farms/orchards to i t s ult imate 
1. Jasdanwalla, Z.Y., "Marketing Efficiency in Indian 
Agriculture", Allied Publishers Pvt. Ltd., 1966, 
p . 53. 
2. Agarwal, G.D. and P.C. Bansal, "Economic Theory as 
Applied to Agriculture", Vikas Publication, Delhi, 
1969, p . 153. 
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destination so as to make better and proper utilisation of 
these perishable goods in time. In Kashmir Valley, which 
is the main apple producing area in the State, only one 
system of transport is available namely Road Transport. 
It has been observed that the forwarding agents at 
Srinagar, Jammu and Pathankot resort to delaying tactics 
in handling the consignments booked for various export 
markets. This results in the deterioration of the quantity 
of stock before it reaches export marketing centres. This 
speaks of the degree of inefficiency in the transportation 
system of the fruit in the State, As a consequence of it 
the transportation cost goes high and at the same time 
delay in consignments results in serious damage and loss 
to the fruit. 
5. Processing; The processing function would include all 
those essential manufacturing activities that change the 
basic form of the product. The processing activity in 
horticultural marketing cannot oe ignored. Processing is 
horticultural marketing cannot be ignored. Processing is 
necessary for perishable farm products like fruits, and 
vegetables. Presently huge quantities of apple are left 
as unmarketable surplus in the shape of culls, windfalling. 
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s l i g h t l y b r u i z e d and damaged in t he v a l c y o l Kashmir . IViere 
i s f u r t h e r i n c r e a s e t o t h i s q u a n t i t y with of f g r a d e a p p l e s 
in i n f e r i o r v a r i e t i e s , t h e r e t u r n s of which a r e no t economica l 
t o t h e g rowers a t a l l . As a consequence t h e r e o f , t h e S t a t e 
i s f a c i n g u t i l i s a t i o n problem of about t h e lakh t o n n e s of 
unmarke t ab l e s u r p l u s . Hence, t h e need of t h e hour i s t o 
e s t a b l i s h s c i e n t i f i c methods o t p r e s e r v a t i o n and p r o c e s s i n g 
u n i t s . I t i s g r a t i f y i n g , h o w e v e r , t o n o t e t h a t some measu re s 
have a l r e a d y been t a k e n by t h e Jammu and Kashmir H o r t i c u l t u r e 
Produce Marke t ing and P r o c e s s i n g C o r p o r a t i o n i n t h i s d i r e c t i o n , 
But t h e s e m e a s u r e s a r e n o t s u f f i c i e n t t o meet t h e r e q u i r e m e n t s 
of t h e i nc Jus t ry . The in view of t h e f o l l o w i n g r e a s o n s : 
a. Non-availabil i ty of raw-material and packing 
material at the time of need; 
b . Heavy exercise duty imposed on the containers; 
c. Seasonal nature of business which keeps off people 
to take up t h i s business; 
d. Limited local market since the local market i s 
limited the processing industry has to export 
i t s produces to other s t a t e s of the country, 
wnich however, does not became possible in the 
absence of quick t ransport f a c i l i t i e s . 
6. Grading and Standardisation; Grade means classifying 
a par t i cu la r hor t i cu l tu re produce according to cer ta in 
1. Status paper Report on Fruit Processing Industry, 
Small Indus t r ies Services In s t i t u t e , Govt, of India, 
Srinagar, 1980, p . 7. 
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attributes or marketing qualities into various classes or 
grades. «^ple production is graded on the basis of size, 
symmetry of form, colour, ripeness and damage. The purpose 
of grading is to help buyers to select the most suitable 
produce for the uses they have in mind, so that the goods 
command higher prices than they otherwise would. Once 
the consumer is sure of the quality he is paying for he 
woule liXe to meet the full demand, 
Apple gradation is one of the crucial problems 
presently being confronted by the State Apple Industry. It 
is not uncommon to find quality apple mixea with inferior 
varieties. Poor gradation has eroded the future of apple 
industry. 
The apple growers adopt their own standards for 
grading which are generally based on size, colour,variety, 
disease and damage. Every grade standard had its own code 
which varies from grower to grower. Generally, the following 
2 
code numbers are used by the traders. 
1. Abbott, J.C., "Marketing Problems and Improvement 
Programmes", Food and Agriculture Organisation, 
U,N,0,, Rome, 1958, p, 17. 
2. A Note, Fruit Research Station, Srinagar, Department of 
Horticulture, Jammu u Kashmir (Government, Srinagar, 
1982, p. 6. 
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i\ill colour without blemishes, bruises and insect 
6amar.es, 
999-3/4 colour, res t as 'A' 
997-3/4 colour with sl ight dry blemishes 
881-1/2 colour or even less but wj tVi Insect damage blemishes 
666- This grade i s between a l l the colour ranges but 
having maximum damage of insec ts blemishes and 
spray damages. 
333- Dropped f ru i t (sorted) having bruses and having half 
colour. 
1000- Drops due to wind, no colour r e s t r i c t i o n , having 
insect damages, bruses and fa l l p i t s e t c . 
This system of grading is ineff ic ient as i t encourage 
the 'Hatha System' of auctioning at terminal markets. The 
grading codes used by growers remain secret .among various 
marketing intermediaries viz; commission agents, forwarding 
agents and viiolesalers, which give r i s e to many malpractices 
and at the same time put confusion at the time of sa le . 
With a view to overcome th i s deficiency the State 
*^overnment t r i e s to supervise the grading ac t iv i ty of 
apple which however i s not very much effective as i t ca r r i e s 
no legal sanction behind i t . The Horticulture Planning and 
ID 5 
Marketing Department is assigned the responsibility of 
ensuring scientific grading and standardisation but unfor-
tunately this official agency has not succeeded in its 
mission which is clear by the remarks of Shri Tapeshwar, 
Chairman, National Agriculture Marketing Federation (NAFED) 
lamenting on situation he says: 
"During the last few years, we have experienced 
some difficulties in the sale of apple stock on 
the best possible rates since some of the stock 
received was not properly graded. Because of 
this we could not get best possible rates for 
such stock insoite of our best efforts".! 
Recently, Directorate of Horticulture Planning and 
Karketing has redesigned the grading specification for 
apples which now stands as: 
i. JK oupper, 
ii. JK Special, 
iii, JK Fency, and 
iv. JK Selected. 
7. Financing;Finance has rightly been described as the 
life blood of any business enterprise. Its role in apple 
industry is more pronounced because of the very nature 
and operational pattern of this industry. In fact finance 
1. Cooperative Bulletin, Jammu and Kashmir Cooperative 
Union, Jammu, vol. 18, No. 5, June, 1976, p. 11. 
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i s required at every stage from harvesting of the f ru i t 
t i l l i t s f inal disposal to the ultimate consumer. Because 
of the non-avail abi l i ty of suff ic ient finance to meet the 
pre and post harvest operational expenses the growers have 
oeen forced to fa l l a prey into the harjdsof unscrupulous 
middlemen who fallen themselves on the expense of poor 
growers. Though there marketing intermediaries provide 
i n t e r e s t free loans to the growers yet in effect i t i s 
j u s t an eyewash. They actually cheat them by charging high 
commission on gross rate of the produce and by resort ing 
to i l l ega l and unethical marketing system, l ike "Hatha 
System". 
The role of credi t of ho r t i cu l tu r a l development 
especial ly in case of small growers has been emphasised 
from time to time. I t i s now widely accepted that the 
gains of the development could not reach the small growers 
because the organised credit lending in s t i t u t ions l ike 
commercial and cooperative banks were largely not within 
the i r reach. I t was expected with the incorporation of 
various new credit lending i n s t i t u t i o n s viz; Allakai 
Dyahti bank I sponsored oy b ta te cank of Inaia; and womraz 
Rural bank (sponsored by Jammu u Kashmir Bank) that t h i s 
problem may be solved to the greater extent as they 
1. "Report of AH India Rural Credit, Review Committee", 
Reserve Bank of India, Bombay, 1969, p . 34. 
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have been s p e c i a l l y i n c o r p o r a t e d for t h e development of 
a g r i c u l t u r e and a l l i e d f i e l d s . But t h e r e s u l t s have no t 
been much e n c o u r a g i n g . They a r e no t p r o v i d i n g a d e q u a t e 
f a c i l i t i e s of f i n a n c e as were e x p e c t e d of them. The 
maximum l i m i t of loan g iven by t h e s e l end ing i n s t i t u t i o n s 
t o t h e b a s i c g r o w e r s w i t h o u t k e e p i n g any mor tgage i s 
Rs 5,000 and e x c e e d i n g t h a t t h e loan i s s a n c t i o n e d t o 
them a g a i n s t p r o p e r m o r t g a g e . I t i s e v i d e n t t h a t i n Jammu 
and Kashmir S t a t e , t h e p r o p o r t i o n of such o r c h a r d i s t s i s 
l a r g e r who have e i t h e r sma l l land h o l d i n g s or p o o r . These 
g r o w e r s a r e no t i n a p o s i t i o n t o p r o v i d e s e c u r i t i e s t o 
t h e s e r u r a l b a n k s . Hence, t h e g rower s a re h a r d l y f a c i n a t e d 
t o a v a i l c r e d i t f a c i l i t i e s from t h e s e i n s t i t u t i o n s . 
8 . R i sk B e a r i n g : The r i s k - b e a r i n g f u n c t i o n i s t h e a c c e p t -
i n g of t h e p o s s i b i l i t y of l o s s in t h e m a r k e t i n g of a 
2 
p r o d u c t . The r i s k can be c l a s s i f i e d under two b r o a d 
h e a d s v i z ; p h y s i c a l , and m a r k e t i n g r i s k . The r i s k s which 
occur a s a r e s u l t of d e s t r u c t i o n of d e t e r i o r a t i o n of t h e 
1. S c h o l a r ' s d i scuss ion with t h e o f f i c e r s of t h e Al laka i 
Dyahti Bank and Kamraz Bank. 
2. Kohls. P .L . . "Marketing of Agr icu l tu ra l Products", 
MacmilLan and Co., New York, 1961, p . 25. 
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product x t se l f by f i r e , acc iden t , wind, cold, hea t and 
ear th qu<jkes are known as phys ica l r i s k s whereas the r i s k s 
which occur because of the change in the va lue of a product 
come under the head market r i s k s . 
Risk of q u a l i t y d e t e r i o r a t i o n a re very impor tant in 
case of apple produce being of p e r i s h a b l e n a t u r e . Most of 
the growers are not prepared to t ake r i sk a r i s i n g out of 
change in the market p r i c e , d e t e r i o r a t i o n in f r u i t and l o s s 
by damage. As t h e i r capac i ty to bear l o s s e s i s weak they 
prefer t o pass on the r i s k t o p r e - h a r v e s t and o ther agencies 
by s e l l i n g t h e i r produce at low p r i c e s . 
Thie p resen t marketing system of apple i s favourably 
i n c l i n e d to the middlemen r a the r than growers . In the 
absence of any government agencies the growers are l e f t 
to the mercy of the middlemen, who t ake maximum advantage 
of the weak capaci ty of growers to bear t h e marketing r i sk 
of t h e i r produce. 
9. Market Information; Market information may be defined 
as t a c t s and t h e i r i n t e r p r e t a t i o n s l i k e l y to he lp producers , 
t r a d e r s and consumers in marketing d e c i s i o n s . I t covers 
1. Abbot, "Marketing Problems and Improvement Prograriffnes", 
(F.A.O), U.N.O., Rome, 1958, p . 102. 
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current price quotations, the feel of the market, trade 
opinion as to future trends and the probable effect of 
seasonal and climatic influences, and forecast of further 
production, consumption and trade movements, seasonal 
variations in yields and their probable impact on prices 
all material likely to inrluence tne terms of excnange. 
All this information is essential for the marketing if it 
is to operate with economy and precision. Any buying or 
selling activity which is undertaken on n^ isolated or 
spontaneous decision has less chances of economic success 
that which is conducted after a careful consideration of 
2 
these facts. 
The apple industry of the state lack the facility 
of good marketing information system. In this direction 
also poor growers of the state fail to receive the 
adequate benefits of goods and modernised techniques of 
marketing. The survey conducted by the scholar shows that 
69.8 per cent of the sample orchardists received market 
news in some form or the other. The sources of information 
for the growers are as follows: 
1. Op.cit., p. 102. 
2. Jasoan Walla, -^.Y., "Marketing Eff ic iency in Indian 
A g r i c u l t u r e " , All ied Publ i shers , Bombay, 1966, p . 46 . 
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i . Radio Broadcasts; 
l i . Inquires through cooperative soc ie t ies ; 
i i i . Inquires from commission and forwarding agents; 
iv , Inquires from neighbouring growers; and 
V. Telephonic message from terminal marketing centres . 
I t may be uuced that out of 69.8 per cent of the 
interviewed growers, 83.'^2 per cent were u t i l i s i n g the 
source of se r i a l No. 1, 3 and 4 for t h i s purpose whereas 
16.28 per cent were dependent on other sources. I t may not 
be out o:5^1 ace to mention here that market information 
system i s u t i l i s e d for price mechanism only whereas 16.28 
per cent were dependent on other sources. I t may not be 
out of place to mention here that market information system 
i s u t i l i s e d for p r ice mechanism only whereas other areas 
and functions are ignored by the apple growers of instate. 
In addition to above discussed functional problems 
of the present marketing system of hor t i cu l tu re produce, 
the following two problems also effect adversely the 
efficiency of the present marketing system. 
a. Unorqcinised nature of growers; in Kashmir Valley the 
apple growers are numerous, poor and unorganised. They 
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sel l the i r produce individually and in small quant i ty . As 
a consequence thereof, the bargaining capacity of these 
growers i s low. Hence they are enable to protect the i r 
i n t e r e s t s . On the other hand, the buyers of apple produce 
usually operate on a large scale and are r ich and well 
organised. Since the number of these buyers i s low and at 
the same time buy hugesquanti t ies in the aggregate are well 
in a posit ion to monopolise the apple t rade and Cooperate 
in furtherance of the i r own i n t e r e s t s . There i s thus a kind 
of buyer 's market in t h i s t r ade , where marketing intermediaries 
have enough freedom to exploi t the poor growers of the 
Sta te . 
b . Forced Sales of Marketable Surplus: The farmers in 
general se l l the i r produce at an unfavourable place time 
and terms. These three factors namely place, time and 
terms give the clue for an understanding of the exist ing 
posi t ion. Because of poverty and indebtedness unsatisfactory 
nature of communication, lack of staying power and the need 
for finance, the apple produce i s sold soon after the 
harvest when there i s a glut in the market and hence the 
2 
offered, i s very low. Usually growers dispose of their 
1. National Planning Committee Report on Rural Marketing 
and Finance, 19 84, p . 4 2. 
2. Memoria, C.B,, "Principles and Prac t ice of Marketing," 
Kitab Mahal, Allahabad, p . 578. 
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produce in advance by giving orchard on contract to pre-
harvest contractors. This results in low economic returns 
to the growers. 
Mere identification of problems is not the end in 
itself so far as the marketing of horticultural produce is 
concerned,. It, therefore, calls for concerted efforts to 
minimise jand even in certain cases eradicate the bottlenecks 
so as to gear up the existing marketing system. In this 
connection the next chapter deals with suggestions and 
conclusion 3. 
C H A P T E R -VI 
CONCLUSIONS AND SUGGESTIONS 
Jammu and Kashmir i s one of t h e l a r g e s t s t a t e s of 
t h e Ind ian Union. In 1912-13 Maharaja P r a t a p S ingh , t h e 
then r u l e r of t h e = -^^ --t-e, pr-,j.,area a p l a n fo r t h e d e v e l o p -
ment of t h e c o o p e r a t i v e s in t h e S t a t e . Al though i n 
Jammu and Kashmir t h e p a t t e r n of o r g a n i s a t i o n and working 
was on Rochdale p r i n c i p l e s , t h e d e p a r t m e n t a l s e t - u p , 
s u p e r v i s o r y machinery and a u d i t sys tem were d i f f e r e n t 
from o t h e r S t a t e s of I n d i a . The S t a t e of Jammu and 
Kashmir had a wide spread c o o p e r a t i v e o r g a n i s a t i o n a t 
t h e t ime of independence , when i t had , w i th t h e e x c e p t i o n 
of t h e f r o n t i e r d i s t r i c t s of Ladakh and G i l g i t , cove red 
t h e whole of t h e S t a t e with a n e t work of more than t h r e e 
hundred c o o p e r a t i v e s o c i e t i e s a t a l l l e v e l s , in urban a s 
we l l as r u r a l a r e a s , composed of a g r i c u l t u r a l c r e d i t and 
n o n - c r e d i t s o c i e t i e s ' i n d u s t r i a l s o c i e t i e s and c o n s u m e r ' s 
s o c i e t i e s , and s o c i e t i e s for c o n s o l i d a t i o n of a g r i c u l t u r a l 
h o l d i n g s , a r b i t r a t i o n e t c . With t h e i n t r o d u c t i o n of p lanned 
economic development in t h e S t a t e of Jammu and Kashmir in 
t h e year 195 3, t he c o o p e r a t i v e movement a l s o r e c e i v e d a 
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considerable a t ten t ion of the planners . As a resu l t of 
planned measures the number of soc ie t ies and their member-
ship increased to 2, 165 and 6.9 2 lakhs respectively in 
the year 1987-88 as against 1,050 and 3.92 lakhs respect-
ively in the year 1965-66 which resul ted in an increase 
of 106.19 per cent and 121.79 per cent in the number of 
socie t ies and their merrbership respect ively . This provides 
sufficient evidence that cooperative socie t ies in Jaimiu 
and Kashmir State play a dominating role in cooperative 
movement of the Jarair.u and Kashmir and thereby help in 
the development of S t a t e ' s economy. 
I t i s observed that cooperative marketing in the 
State i s becoming popular in the business world day by 
day. The consumer's cooperative soc ie t i e s have dominated 
the cooperative scene of the State both in terms of 
number as well as in membership. However, i t i s depre-
ssing to note that the cooperative movement i s not 
getting f i l l i ng in apple marketing where i t i s expected 
to play significant role as the marketing of apple at 
present is subject to the exploi ta t ion of number of 
intermediaries. Inspi te of the number of measures taken 
by the government from time to time to make cooperative 
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marketing more popular in the apple industry, the 
concept of cooperation could not be popularised among 
the small growers, the number of which in the apple 
industry i s very s ignif icant and the non-adoption i s 
due to l=ck of knowledge of the benefi ts of cooperatives 
dS well as lack of fa i th in the cooperative soc ie t ies 
due to the fact that member education and training 
programmes are not doing well in the Sta tes , i^-oreover, 
the publici ty and propaganda ref lect ing the benef i ts 
of cooperatives in d i f ferent f i e lds are also not done 
properly. 
I have very carefully surveyed the channels of 
apple marketing in Kashmir and found that^marketing 
Channels are involved in the d is t r ibut ion ot apple 
produce. I t has been noted that commission agents 
channel i s the dominating one. This i s the channel 
which enjoys maximum share i . e . 65.33 per cent of 
the sanple o rchard i s t s . r^ext to i t comes forwarding 
agents' and pre-hcirvest cont roc tor ' s channel wnica 
constitute 12 ner cent and 10.67 per cent of the 
sample o rchJ rd i s t s . Reasons for the selection 
of the commission agent ' s channel adopted by the 
grovjers are: 
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i . Lack of the idea of in tegrat ion concept among 
growers; 
i i . Availabil i ty of c redi t f a c i l i t i e s by the commission 
agents to the basic growers on easy methods and 
producers; 
i i i . Age old established re l a t ions between the growers 
and commission agents; and 
i v . Lack of outr ight purchase system among cooperative 
soc ie t i e s . 
I t has been pointed out tha t the exis t ing marketing 
system of apple i s not quite e f f ic ien t as i t gives a grower 
a low share in the consumer's rupee. However, the cost of 
marketing of apple is s l igh t ly lower and producer 's share 
and consumer's pr ice i s s l igh t ly higher in case of 
cooperative f ru i t marketing soc ie t i es except zero level 
channel. In the commission agent ' s channel, v*iich i s the 
most dominating, the producer 's share in consumer's rupee 
is 31.34 per cent. This clearly indicates that about 
69 per cent of the consumer's rupee has been appropriated 
by the different intermediaries involved in apple marketing. 
I feel tha t the exist ing s i tua t ion is due to the problems 
which Agricultural Cooperative Marketing i^ocieties have 
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^een lacing in the State e . ^ . poor management, poor 
coordination, poor se lec t ion and t ra ining, poor firjap.cial 
oosition, poor warehousing f a c i l i t i e s e t c . Added to this 
are the apple marketing proolems l ixe grading, packing, 
channel select ion, t ranspor ta t ion , cold storage e t c . An 
attempt is also made in th i s chapter to highl ight the 
production problems of apple produce and the i r impact on 
i t s marketing. HH these problems have seriously affected 
the efficiency of cooperative marketing in the State of 
Jammu and Kashmir. 
A broad conclusion emerging out of t h i s study 
ref lects that the cooperative system has fai led to achieve 
i t s objectives in the Sta te of Jammu and Kashmir. This i s 
so as the cooperative system has not been devised and 
organised in a professional manner as i s in vogue in 
other par ts of the country. Ihe t r ad i t i ona l organisation 
set up has proved detrimental in the very in t e re s t s of 
the coope»rative sector . The present system of cooperative 
marketing i s not only disfunctional but also has given 
r ise to many other malpractices. I t was expected that 
the exploitation of middlemen in the apple marketing 
vill be stopped watn the introduction of cooperative xn 
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the apple marketing but i t i s a matter of serious concern 
that i t could not replace the commission agent channel in 
the apple t rade. Insp i t e of the above fact cooperatives 
can play a s ignif icant role in the economic development 
of the State if organised on the bas i s of sound cooperative 
pr inc ip les . In t h i s context the following are the sugges-
t ions to develop Cooperative Marketing in Kashmir. 
1, Reorganisation of Marketing Societ ies; 
We should have viable Cooperative Societies only. 
Those we<jk and dormant should be reorganised and made 
viable . 
2. Proper Planning and Control; 
Wliile formulating the plans, the planners should 
give due consideration to the analysis of planning promises 
without which planning becomes f u t i l e . Every plan should 
be made to ensure proper controll ing so tha t implementation 
of the plans is made in the s p i r i t they are made. This 
would ca l l for the use of pr-per control l ing devices l ike 
Dudgetory control, schedul^charts and auditing of 
accounts e t c . 
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3. Ccmstitutlon of Managing Committee; 
To ma^e coopera t ive a pragmatic model, each 
cooperat ive should have managing committee with marginal 
and small growers as i t s members. This arrangement would 
d e f i n i t e l y take care of the i n t e r e s t s of small growers 
who are s u f f i c i e n t in number. 
4 . Effect ive Coordinat ion; 
To ensure coordination every cooperative society 
must wor>: in close contact with other. This alone can pave 
way for horizontal and vertical coordination among various 
sub systems of the cooperative net work. At the same time 
every efforts should be made to eradicate the barriers to 
effective communication by installing an effective 
reporting system. 
5. Establishment of Cooperative Service Commission: 
To check faulty selection and ensure the selection 
ot proper personnel in the cooperative society, a 
Cooperative Service Commission should pe established. 
The Cooperative ;5ervice Commission should be an indepen-
dent organisation and it should constitute memuers from 
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t rade association, government cooperative soc ie t ies and 
cooperative t ra ining i n s t i t u t e s . 
The cooperative societ ies should submit the i r 
human resource requirements to i t s apex body and the 
apex body must formulate the job specif icat ion and 
description of the human resource requirement submitted 
by the soc ie t i e s . After doing i t , the apex body should 
refer the required job specification to the Commission 
for f i l l i n g up the pos t s . 
5 . Establishment of v^ooerative Training I n s t i t u t e ; 
There i s a growing demand for the establishment 
ot Cooperative r raming i n s t i t u t e equipped witii a l l 
modern t ra in ing f a c i l i t i e s in the State of Janimu and 
i^ashmir. The t r a ine r s in the Ins t i tu te should be the 
academicians rather than the uresent pract ice of 
appointing administrators who lack academic framework 
of the subjects . The Ins t i tu te should conduct need-base 
training programmes regularly on various subjects of 
the cooperation. The training proyramnes should include 
induction ot nev courses, refresher courses, o r ien ta t ion 
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courses , c e r t i t i c a t e and degree courses in s p e c i a l i s e d 
a r ea s of man .^cement, account in<^  and aud i t ing r e l e v a n t 
to the Cc)0[:erative Sector . In twis connection the Jamnu 
and Kashmir Coope-ative Union can play a s i g n i f i c a n t 
r o l e . Funds should be provided to the Union for the 
7. iixtensive Area Coverage; 
It has been observed that the Cooperative Societies 
are concentrated only in few areas whereas there is 
tremendous potential for cooperation in other areas of 
the State. Therefore, cooperatives must identify the 
potential areas tor their operation and must bring them 
under their coverage. For example there is much need of 
Cooperative Marketing Societies for apples in Sopore 
the apple city whereas such societies are not much 
required in semi-urban areas oi Srinagar district. 
8, Technical consultancy; 
No business, at present, can survive without 
use of modern technology. Therefore, it is the respon-
sibility of the de^  artnient concerned with cooperative 
to serve a consultancy agency tor the Cooperative 
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Societies on technical matters in various fields of 
cooperation. Though th i s i s one of the functions of 
Service (^operative Societ ies but generally t h i s i s 
not performed by such soc ie t i es in Kashmir. 
9 . Diversification of Business; 
At present most of the Cooperative Societ ies in 
Jammu and Kashmir are engaged in se l l ing a c t i v i t i e s 
only. But a t the same time there is enough scope for 
these societ ies in other a c t i v i t i e s of business l ike 
supply of agr icul tural inputs and domestic requirements 
of the members as i s done in other S t a t e s . 
10. Increase Share Capital of Members .^ 
At present, the marketing cooperatives in Jammu 
and Kashmir depend mostly on government help. The lack 
of finance makes the soc ie t ies weak. To meet the 
financial requirements without any problem, the marketing 
societies should increase the i r share capi ta l from 
members and also encourage t h r i f t deposi ts . 
11, Enactment of oraclinj} ana quality Control Act; 
Grading and quality control Act should be executed 
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which should include establishment of grade specifica-
tion and enforcement of grading prograntnes, operation 
of inspection system and control laboratories. At the 
same time, grading should be carried out in accordance 
with the best mechanical devices. 
Types and specifications of authorised packages 
must be set out to ensure safe handling and speedy 
recognition. Fruit product definitions and regulations 
of packages must take place in collaboration with the 
trade. Marketing practices and strategies must be 
analysed carefully. Such practices will help in 
promulgamating such laws which can be enforced without 
any difficulty. This work must be looked after by 
advisory committee on fruit marketing which should 
constitute mentiers from concerned government, semi-
government, cooperative departments, traders and 
growers. Various laboratories must be established at 
various proJuction centres in the State which should 
analyse the sample. Upon such analysis a certificate 
must be issued to the exporter society indicating the 
grade of fruit product and a detailed analysis of the 
product. Each fruit box/bag must contain label 
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indicating such analysis and name of the society. Each 
exporter society must be charged with a nominal fee 
for such services in order to make it self-supporting 
scheme. 
Regulations fail to fulfil their objectives 
unless they are properly enforced. The employment of 
supervisory personnel at the farm level and in 
wholesale markets cannot meet the requirements. To 
ensure confirmity with trading rules all traders, 
dealers and processors must be licensed. This practice 
will provide an opportunity to screen out dishonest 
operators at renewal period. The licenses must be 
withheld from such dealers/traders who fail to enforce 
approved regulations. They should be easily available 
to new entrants, to avoid the danger of their being 
used to protect monopolies. 
12. i^ conom.ic tracking oystem; 
An economic packing system for apple should be 
developed and be made easily available for marginal 
grovvers of the State. It will reduce the cost if the 
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indus t r ia l cooperative societ ies are establisned for 
the purpose. The following par t icu la rs should also oe 
marked on f ru i t box as: 
a. Kind and variety of apple; 
b. t rading mark; 
c. No. of layers and apples in the box; and 
d. Net weight when packed. 
13. Establishment of Horticulture Marketing Trading 
I n s t i t u t e ; 
rt r iort iculture iMarketiny Training I n s t i t u t e should 
be established for t raining and education of personnel 
engaged in various a c t i v i t i e s of marketing viz- packing, 
grading, standardisation, e t c . special course for 
"-Cooperative Marketing par t icular ly f ru i t marketing 
should be introduced in Jamnu and Kashmir Cooperative 
Union Ltd. Jammu. 
14. Improved Marketing Channel: 
Efforts should be made to ignore the influence 
of commission and forwardinij agents in apple trade and 
to es tabl ish such a d is t r ibut ion system of f ru i t as 
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would ensure d i r e c t sa le to the consumer. This type of 
marketincf channel wi l l be rennjinerative. 
15. Ccild Storage F a c i l i t i e s ; 
Cold storages should HLSQ be constructed at export 
marketing centres so as to ensure the growers of the 
State the facility of cold storage at terminal markets 
when they feel low returns of their produce as a result 
of glut at export marketing centres. 
16. Improvement in Transport Facility; 
If the apple industry is to be properly developed 
from all angles, the available transport facilities of 
every mode have to be improved and expanded suitably. In 
this context the State government should adopt the 
following measures: 
i. Top priority for the construction of all weather 
feeder roads in apple producing areas is essential 
for facilitating the movement of apple produce. 
ii. Introduction of the railway transport system 
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vjithin the Valley which will reduce the time 
element from apple producing centres to uazigund 
and thus save deterioration of a greater 
extent. 
iii. Redesigning of lo^d carries so as to dispense 
with the existing practice of packing the apple 
in wooden boxes. 
iv. Liberalisation in the issue of licences to 
cooperative marketing societies, and 
V. Advancing loans to marketing societies for 
purchase of load carriers for transport of 
apple produce. 
17. Financial Facilities to the tbor Growers; 
All State financial agencies should provide 
loans to basic and poor growers on low interest rates 
against their produce. This facility will minimise the 
practice of supplying interest free finance to the 
growers by the commission agents and then cheating them 
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by charging abnormally high commission. In t h i s connection 
Cooperative can play a s i g n i f i c a n t r o l e and can provide 
a l l types of Cred i t F a c i l i t i e s to the growers , 
18, Outr ight Purchases; 
The Cooperative Societies should emerge as a big 
buyers of the apple produce. This system would snift tne 
marketing risk of the produce from the basic grower to 
this agenicy. As a consequence growers will prefer to 
sell their produce to the State agency which will be 
fruitful both for growers and the State. 
19, Establishment of Marketing Information and News 
Service; 
Market information centres should be established 
which will provide the apple growers and traders day to 
day knowledge and information about the happenings and 
trends prevailing in various marketing centres in ano 
outside the State. Such a facility will help the growers/ 
traders to decide about future market strategy. 
20, Educating the Growers; 
Adequate arrangements should be made for 
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imparting training and education to the growers so as 
to equip tneni to face the marketing challenges. Growers 
should De trained in the a r t of bargaining, se l l ing , 
pr ice fixation and so on. 
21. Establishment of MarKetinq Research Centres; 
The State should set-up a large and ful l fledged 
marketing research centre which will be capable of 
conducting extensive market surveys for exploring new 
markets and developing exist ing market Doth within and 
outside the State . Such a centre should be assigned with 
the role of undertaking the following tasks : 
i . Investigate the demand for new market f a c i l i t i e s 
a]nd draw up plans and spec i f i ca t ions . 
l i . Conduct research in the marketing of important 
apple products with a view to develop more 
efficient methods and organisa t ion. 
i i i . Study grades and standards that might be put 
into practice under grading and standardisation 
laws-
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iv . Investigate the packing and t ransport of apple 
products, recommend improvements and develop 
container of standards. 
V. Compile and arrange for the publication of 
various .Tarketing s t a t i s t i c s such as stocks 
of apple'^ and produce in cold storage, e t c . 
at regular intervals and issue the l a t e s t 
bullet in regarding demand and other market 
trends; and 
v i . r'repare reports of market p r ices and d i sse -
mir;ate the same to the growers through T.V., 
radio, news papers and other sources. 
In addition to t h i s , arrangements should be made 
to ensure that a su t f i c ien t number of promising 
students specialised ir:parketing at the advanced 
university level within or outside the State should 
be absorbed in Cooperative Marketing M o i e t i e s . 
22. Efficiency in Processing Units; 
TD brine; Ptficiency in the processing of apples 
the following rrieasurcs are suggested: 
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i . Washing of apple; It. -^as been observed that 
majority of apple processin-j units xn the State 
use plain water for v.ashing. I t i s suggested 
that water which has oeen s l ight ly acidified 
with hydrocholoric acid (aoout 0.025%) may be 
used for t h i s purpose. I t will help in easy 
remc5val of pes t ic ides spray residue e t c . At 
the same time scrubbers may be used to clear 
the f ru i t properly before crushing, 
i i . Steam Supply; A good proportion of processing 
uni ts in the State do not have machinery/ 
equipment for generating steam vi*iich are 
necessary for regulation tenperature as well 
as pressure which are the most inportant 
factors for controlling and processing of 
f r u i t s . Every processing unit must have a t 
leas t a baby boiler for the said purpose. 
i i i . Arrangement for Packing Materials; There i s 
always shortage of packing materials for 
small scale fruit processing uni ts in the 
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S t a t e . These u n i t s f a i l t o g e t the p a c k i n g 
m a t e r i a l a t r e q u i r e d t ime even when they pay 
t h e amount in advance b e c a u s e t h e q u a n t i t y 
of rr .ater ial r e q u i r e d by each u n i t i s l e s s . 
The small I n d u s t r i e s C o o p e r a t i o n may s h a r e 
in r e s p o n s i b i l i t y of t h e s e u n i t s i n t h e 
procurement of p a c k i n g m a t e r i a l a s they a r e 
doing for o t h e r raw m a t e r i a l s , a s p e r r e q u i -
rements of t h e i n d i v i d u a l u n i t s . The 
D i r e c t o r a t e of I n d u s t r i e s and Commerce may 
h e l p t h e Small I n d u s t r i e s C o r p o r a t i o n i n 
e s t i m a t i n g t h e r e q u i r e d q u a l i t y of p a c k i n g 
m a t e r i a l for t h e f r u i t p r o c e s s i n g u n i t s i n 
t he S t a t e . 
i v . C o n s t r u c t i o n of S e p a r a t e I n d u s t r i a l Shed fo r 
F r u i t P r o c e s s i n g U n i t s ; S t a t e government 
should c o n s t r u c t s e p a r a t e i n d u s t r i a l shed 
for f r u i t p r o c e s s i n g u n i t s a s p e r t h e s p e c i -
f i c a t i o n l a i d down by Food P roduc t O r g a n i s a t i o n 
( F . P . O ) e s p e c i a l l y in Jammu and Kashmir S t a t e 
and the sheds may be a l l o t t e d t o young 
educa ted e n t r e p r e n e u r s . 
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V. Subsidy for P r o c e s s i n g U n i t s ; I t i s ve ry d i f f i c u l t 
fo r new e n t r e p r e n e u r s t o e s t a b l i s h t n e i r own 
r r u i t p r o c e s s i n g u n i t s as t h e s e r e q u i r e heavy 
i n i t i a i j i n v e s t m e n t fo r t he c o n s t r u c t i o n and 
i n s t a l l a t i o n of b u i l d i n g and p l a n t and m a c h i n e r y . 
Government should a r r a n g e t h e s e machinery and 
rec[uirements on i n s t a l m e n t b a s i s and should 
p r o v i d e subs idy on t h e s e for p r o c e s s i n g u n i t s , 
f u r t h e r i t shou ld a l s o a r r a n g e f i n a n c e s for such 
p u r p o s e s t o t h e s e u n i t s on low i n t e r e s t . 
v i . E s t a b l i s h m e n t of Food P r o d u c t O r g a n i s a t i o n ' s 
Lail:>oratory i n t h e Jartinu and Kashmir S t a t e i 
At p r e s e n t , more t ime i s consumed i n p r o c e s s i n g 
of t h e c a s e s wi th Food P r o d u c t O r g a n i s a t i o n 
fo r the e s t a b l i s h m e n t of F r u i t P r o c e s s i n g U n i t s . 
The re fo re , i t i s s u g g e s t e d t h a t F.P.O s h o u l d 
e s t a b l i s h a smal l l a b o r a t o r y i n t h e Jammu and 
Kashmir S t a t e f o r speedy i s s u e of l i c e n c e and 
t e s t i n g of p r o d u c t s , e t c . 
v i i . Exemption in t h e Payment of Income Tax; To g i v e 
a f i l l i p fo r b r i n g i n g up more f r u i t p r o c e s s i n g 
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u n i t s in the S t a t e , the s i i a l l sca le f r u i t 
processing u n i t s should be exempted from 
payment of income t a x . 
13. Apple Wastage U t i l i s a t i o n ; 
The scholar observed a f t e r e x t r a c t i o n of j u i c e 
from apples a large quant i ty of apple pomace i s thrown 
as waste by the process ing u n i t s . Apple pomace has 
good conroercial value as i t can be u t i l i s e d fo r : 
a. Recovery p e c t i n , and 
b . Animal feed. 
a, A good yield of pectin can be extracted from 
dried pomace than fresh apple pomace. It is so 
because dried apple pomace contains about 15 to 
20 per cent of pectin while 2 to 3 per cent in 
fresh apple pomace. 
b. Dried apple pomace mixed with 20 per cent 
of hay can be better utilised as cattle feed. 
14. Establishment of Processing Units at Large Scale; 
Tne apple processing units/centres should be 
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e s t ab l i shed at l a rge s c a l e in the S t a t e so t ha t 30 per 
cent wasted produce may be u t i l i s e d in b e t t e r and 
economical way. At the same time S t a t e should make 
e f f o r t s to remove v a r i o u s o b s t a c l e s coming in the way 
of these c e n t r e s / u n i t s . 
15. Pxiblic Commission Agents; 
State Government should circulate a list of 
public commission agents for disposal of produce at 
the export marketing centres at every harvest season. 
The growers should be directed to approach these agents 
for the sale of their produce, 
16. Intervention of State Trading Corporation; 
The State Trading Corporation should take 
responsibility for the marketing of apple produce of 
the State in a big way. This may prove to be helpful 
to marketing institutions in raising the bargaining 
power and income of grower/ reducing marketing costs, 
and in reducing the influence of commission agents at 
export marketing centres. 
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17. Organised Sell ing System; 
To keep the growers satisfied witn fruit returns, 
government should declare the present system of auction 
namely Hatha/Parda system as illegal. Efforts should 
be made for the elimination of this disorganised system 
of marketing of apple produce. 
18. Organised Producers Organisation; 
The v^olesale buyers at export market centres 
generally form organised organisation and thus deprive 
the growers/producers of their due share in the consumer's 
rupee. Hence, i t would be frui t ful that growers should 
also form such organisation to increase their bargaining 
power. 
19. Marketing Fellowships; 
State Government should give fellowships to 
young grov^ers/traders to study marketing methods and 
administration in the advanced i n s t i t u t i o n s of 
learning. 
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20. i>iarketinq i-:£etinq and T ra in ing ; 
Government may recommend personne l /g rowers to 
at tend s p e c i a l i s e d h o r t i c u l t u r e meetings and t r a i n i n g 
courses arranged to meet the marketing needs of 
h o r t i c u l t u r e s e c t o r , 
21. Provision of Technical E x p e r t s ; 
The s e r v i c e s of h o r t i c u l t u r e marketing s p e c i a l i s t s 
should be offered from other p a r t s of the country t o 
work for isome time in a p a r t i c u l a r a rea , t o analyse 
problems on t h i s sub j ec t and make recoiwnendations to the 
S t a t e in the l i g h t of c u r r e n t c o n d i t i o n s . 
22. Advert is ing and P u b l i c i t y ; 
Advert is ing and p u b l i c i t y media should be expanded 
within and ou ts ide the coun t ry . I t i s s t rongly suggested 
t h a t there should be an i n t e r n a t i o n a l compaign launched 
by the var ious concerned s t a t e agenc ies by c rea t ing an 
agency with foreign market a s s o c i a t i o n and o r g a n i s a t i o n . 
At t ract ing hoarding should be p laced a t key cen t r e s of 
the p r inc ipa l c i t i e s . 
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Over and above the suggestions given in the 
foregoing pages, the scholar feels t ha t at tent ion should 
also be focussed on removing the production defects by 
adopting the following measures: 
i . Layout; Cue consideration should be given to 
the sc ien t i f ic pr inc ip les of orchard layout 
in future p lanta t ion . For the development in 
the layout of ex is t ing orchards, e f for t s should 
be made to develop such a system which can 
make possible the proper layout. 
i i . Research Laboratories; Hort iculture Research 
Laboratories should be establ ished in every 
Tehsil of the State so that control of pes ts 
and diseases may become poss ib le . 
i i i . Exhibition-cum-Demonstration Centres/Plots : 
Classes at mass scale may be conducted by 
various hor t icu l ture department and i n s t i t u -
t ions in f ru i t growing areas, where apple 
growers may be informed about the l a t e s t 
hor t icu l ture technology. For th i s purpose, 
demonstration p lo ts should be set-up in 
f ru i t producing areas . 
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i v . IMblicity and Advertisement Compaiqn; A r igo rous 
advertisement compaign should be launched to 
inform growers about the proper use and r e l a t i v e 
benefits of f e r t i l i s e r s , so tha t the habi t of use 
of f e r t i l i s e r s may be developed in the growers. 
V. Financial F a c i l i t i e s ; The ru ra l f inancial lending 
ins t i tu t ions should allow the marginal growers to 
take loans without any nortgage so that they are 
able to bear various pre-harvest expenses which 
include purchase of medicines, f e r t i l i s e r s , modern 
implements for f ru i t cu l t iva t ion , e t c . 
v i . Modern Techniques of I r r i ga t ion ; To meet the present 
requirements of i r r iga t ion a l l methods of i r r i ga t ion 
i . e . wells, di tches, storage ponds and r iver 
canals e tc . should be developed and extended, 
"^i^ erely extending one pa r t i cu la r method of i r r i ga t ion 
cannot meet the requirement and demands of 
i r r iga t ion . 
v i i . Crop Insurance Scheme; To save the f rui t production 
from various pre-harvest risks/damages, crop 
insurance scheme may be executed. 
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These are the proposals for the healthy operation 
of the rrarketing system and for the economic development 
of apple industry. Therefore, i t becomes obligatory on 
the part of growers and hor t i cu l tu re agencies as well as 
on the government to go for these suggestions to correct 
deficiencies in the exis t ing marketing systenV'operation 
of the apple industry. The suggestions, if implemented 
properly would prove a gate way to the future prosperi ty 
of the industry. 
APPEMDIX 'A' 
QUESTIONNAIRE 
Form No. I 
1.1 I d e n t i f i c a t i o n 
1. Name of respondent 
2. Percentage 
3 . Age 
4 . Sex 
5. Monthly income 
6 . Educational q u a l i f i c a t i o n 
7 . P r inc ipa l occupation 
3. Subsidiary occupation 
9 . V i l l age 
10. Block 11. T e h s i l . , 
12. D i s t r i c t 13. Pcovince. 
1.2 Size of composition of ope ra t i ona l ho ld ings (in 
hec ta res ) . 
1. F ru i t bear ing 
2. Non-Fruit bear ing 
Form No, 2 
2.1 Gross Produce of Apple 
Varieties Area in Hectares Yield Total 
in tons yield in 
a) per hectar tons 
b) 
c) 
d) 
2. 2 Production c o s t per Hectar 
Var ie ty Seeds F e r t i l i s e r s Cherai- Human Paid To ta l 
c a l s Labour Reve-
nue 
2.3 Sale of Apple 
Var ie ty Qt. sold Price per Total va lue 
in t o n s ton in 8s 
Form No. 3 
3 .1 Methods of d i sposa l of Apple 
1. Sai« d i r e c t t o t h e f i n a l consumer Yes/iJo 
2. Sale through commission agents Yes/No 
3. Sale through JKHPMC Yes/No 
4 . Sale through Parliament c o n t r a c t o r s Yes/iJo 
5. Sale through coopera t ive s o c i e t i e s Yes/No 
6 . Sale through forwarding agents Yes/No 
7. Sale through any other channel/ 
i f Yes which one 
3.2 Direct s a l e t o t h e f i n a l consumer (Reasons) 
1. Are you s a t i s f i e d with t h i s mode of s a l e YesAo 
2. If yes w h y . . . . . . If no why , , . 
3 . Do you ob t a in f i a r p r i c e through t h i s channel Yes/No 
3.3 Sale through commission agents 
1. Eb you ob ta in f a i r p r i c e Yes/No 
2. Are you s a t i s f i e d with t h i s channel Yes/No 
3. If yes why.. If no why 
3.4 Sale through JK & FMC 
1. Are you satisfied with this mode of sale Yes/N6 
2. If yes why If no why 
3. Do you realise fair price Yes/No 
4. Is It because of govts. Involvement Yes/No 
3.5 Sale through cooperative societies 
1. Are you satisfied with this mode of sale Yes/No 
2. Do you realise fair price Yes/No 
3. Do cooperatives charges less commission Yes/No 
4. Do cooperatives have any arrangement for 
outright purchase. Yes/No 
Form No. 4 
4 . 1 Pr ice rece ived by t h e grower through d i f f e r e n t channels 
P r i ce per ton of apple 
1. Direct channel , 
2. Commission agen t s channel 
3. JKHEMC channel 
4 . Preharvest c o n t r a c t o r s channel 
5. Cooperative s o c i e t i e s channel 
6. Forwarding agents channel 
4 .2 Su i tab le channel in view of grower 
S.Nio. Channel Reasons 
Form No, 5 
5 .1 Grading of Apple 
1. I>D your grade apple be fo re s a l e 
2. I s grading done under a g r i c u l t u r e Mark 
or any other Mark 
Yes/No 
Yes/No 
3, Factors taken in to account while grading Co lou r /S i ze / 
Shape/Smell 
4 . »Vhy do you be l i eve in grading B e t t e r / N i c e / 
Easy Sale 
5.2 Fac to rs responsible for not grading 
1. Not aware of i t s advantages Yes/No 
2. Pack of F a c i l i t i e s Yes/No 
3. I s the produce e a s i l y sold without g rad ing YeV^o 
5.3 Storage of Apple 
1. l3o you fee l the need of p r e s e r v i n g apple 
2. If yes what p rese rv ing t echn iques a re 
being used by you 
3 . l>o you own any cold s t o r age 
4 . If yes/ give d e t a i l s 
5. ^Vre t h e preserving devices used by 
you adequate 
6, If no what suggest ions would you l i k e 
t o make. 
Yes/No 
Ye^No 
Yes/No 
5.4 Credi t f a c i l i t i e s 
1. Do you need c r e d i t foi s torage and 
other f a c i l i t i e s . Yes/No 
Yes/No 2. Are c r e d i t f a c i l i t i e s a v a i l a b l e . 
3. From which se rv i ce do you se t loans 
4 . Do you set loans from these agencies e a s i l y . Yes/No 
5. I s cor rupt ion involved in these agencies Yes/No 
6. Why do you ge t loans trom r u r a l money 
lenders even though organised agencies 
are a v a i i d b l e . 
7 , Rate of i n t e r e s t charged by memory 
l e n d e r s . 
8, Do you consider the r a t e s of i n t e r e s t , 
9 , Repayment of loans 
Eas i ly 
ava i lab le /Non-
ex i s t ence of 
o the r agencies 
10%, 12%, 15%, 
20%, 25%, 30%, e t c . 
Heavy/Low 
Easy I n s t a l m e n t / 
Any other 
5,5 Risk bear ing 
1. Do you f ee l need for Insurance Scheme 
2. If yes which agency you choose . , 
3. Who f i xe s t h e p r i c e at the time of s a l e 
4 , Do you want t h e r e should be any agency 
which w i l l p rovide information about 
the p r i c e s . 
YesAio 
3. In the times of natural calamities 
does the govt, come forward to help you Yes/No 
5,6 Market information 
1, At present is any agency providing 
information to you about the prices. Ye^'^o 
2. If no how do you come tc know about 
the prices at the time or sale 
Yes/No 
5.7 Transportation fac i l i t i e s 
1. I s adequate t r a n s p o r t a t i o n f a c i l i t y 
a v a i l a b l e . Yes/No 
2. Are the t r a n s p o r t changes Higher/Low 
3. Are proper roads a v a i l a b l e between 
product ion p l a c e and consumption 
p l a c e . Yes/No 
4 . By which means of t r a n s p o r t you mostly 
t r a n s p o r t your produce 
5, Does blockade of Jamrau U Srinagar 
National Highway a f f ec t your bus ine s s . Yes/No 
6, If yes , what sugges t ions would you put 
forviard 
Year 
APPENDIX ' B ' 
POSITION OF FRUIT NURSCRIES AND ORCHARDS 
IN JAMMU Sc KASHMIR 
T o t a l No. of T o t a l No. of T o t a l No. of 
N u r s e r i e s N u r s e r i e s - O r c h a r d s 
c u m - o r c h a r d s 
84 28 
84 28 
84 28 
84 28 
84 28 
84 28 
84 28 
84 28 
Source: Di rec tora te of H o r t i c u l t u r e (Product ion) , 
Govt, of J & K, Rajbagh Srinagar^, (Kashmir). 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
15 
15 
15 
15 
15 
15 
24 
24 
APPENDIX ' C 
AREA ULMDER CULTIVATION Of VARIOUS FRUITS IN J & K 
(in OOP h e c t . ) 
Yg-_ Area under Area under Area under Area xinder Tota l 
Apple Pear Cherry other f r e - Area 
sh f r u i t s Under 
Fresh 
F r u i t s 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
60.29 
60.81 
61.32 
6 2.19 
63.10 
63.80 
67.03 
67.42 
5.50 
5.65 
5.84 
6.10 
6.40 
6.73 
7 .81 
7 ,78 
1.09 
1.09 
1.11 
1.13 
1.15 
1.16 
1.22 
1.30 
21.5 
21.90 
22.77 
23.83 
25.02 
26.20 
30.46 
34.49 
87.93 
89.48 
91.04 
93.25 
95.67 
97.89 
106.70 
111.08 
Source: D i rec to ra t e of H o r t i c u l t u r e (Product ion) , Government 
of J & K, Rajbagh, Sr inagar (Kashmir) . 
APPENDIX ' D ' 
ESTIMATED .t^ OCUCTIOK OF FRESH FRUITS IN THE STATE OF JAMMU 
HhD KASHMIR 
(In me t r i c tonnes) 
Apple . ea r Cherry ^^^e^ ^ " ^ ^ 
1980-81 5,36,300 3,200 530 5,920 5,45,950 
1981-82 4,94,421 2,230 720 6,170 5,03,541 
1982-83 4,31,140 6,698 1,054 14,480 4,53,372 
1983-84 6,19,472 2,920 1,242 :2 ,831 6,26,468 
1984-85 6,38,671 4,488 605 7,040 6,50,804 
1985-86 7,60,666 5,257 569 8,473 7,74,965 
1986-87 7,23,826 7,775 1,679 5,863 7,39,143 
1987-88 4,27,063 960 1,013 26,478 4,55,514 
Source: Di rec tora te of H o r t i c u l t u r e (Product ion) , 
Govt, of J & K, Rajbagh, Srinagar^ (Kashmir) . 
APPENDIX 'E^ 
IMPORTANT TEMPERATE APPLE PRODUCING. EXPORTING AND 
IMPORTING COUNTRIES 
I m p o r t a n t p r o d u c i n g I m p o r t a n t e x p o r t i n g I m p o r t a n t impor-
c o u n t r i e s c o u n t r i e s t i n g c o u n t r i e s 
U . S . S . R . , U .S .A . , 
F rance , I t a l y , 
Turkey, F e d e r a l 
R e p u b l i c Germany, 
Poland, Spa in , 
I n d i a ( in o r d e r 
of s e r i a l ) 
I t a l y , A r g e n t i n a , west Germany, 
A u s t r a l i a , U.S .A. , U.K., U . S . S . R . , 
Hungary, N e t h e r l a n d F r a n c e , B r a z i l , 
South A f r i c a , C z e c h o s o l v a k i a , 
F r a n c e , Canada, S w i t z e r l a n d , 
Lebanon, B u l g a r i a , Canada, U .S .A . , 
China,New Zealand, I r a q , Hong Kong, 
Denmark. A l g e r i a . 
S o u r c e s : 1. F . A . O , , U n i t e d N a t i o n s p r o d u c t i o n Year Book, 
v o l . 39, 1985, p p . 158 and 193. 
2, D i r e c t o r a t e of Marketing and in spec t ion . 
Department of Agr icu l tu re , Govt, of I n d i a . 
3, F r u i t s of the Ear th by Francesco Bianchini 
and o t h e r s , Bloomsbury Books, London, 1988, 
p . 146. 
APPENDIX ' F ' 
NATIONAL LEVEL CXX)P£RATIV£ ORGANISATIONS 
1. Nat ional Cooperative Inaxa, 3 b i r i i n s t i t u t i o n a l /trea. 
Behind Hauz Khas Panchshi la Marg, New Delhi 110 016. 
2. Nat ional Agr i cu l tu ra l Cooperat ive Marketing Federat ion 
of India Ltd. Sapna Bui lding, 54, East of Kail ash. 
New Delhi 110 065 . 
3 . National Cooperative Consumers' Federa t ion L t d . , 
Deepali , 92, Nehru Place, New Delhi 110 019. 
4 . Nat ional Federat ion of I n d u s t r i a l Cooperat ives Ltd, 
3, S i r l I n s t i t u t i o n a l Area, Behind Hauz Khas, 
Panchshila Marg, New Delhi 110 016. 
5. Nat ional Cooperative Land Development Banks' Federa t ion 
Shiv SlUakti, 2nd Floor , B.C. Kher Road, Worli, 
Bombay 400 018, 
6 . National Federat ion of Cooperat ive Sugar F a c t o r i e s , 
Ltd . 82-83, Vaikunth Bui lding, Nehru Place , New Delhi 
110 019. 
7. National Federat ion of S t a t e Cooperat ive Banks Ltd , 
Garment House, 2nd Floor Dr. Annie Basant Road, 
Worli, Bombay 400 018, 
8. All India Federat ion of Cooperative Spinning Mi l l s 
Ltd. Murzban Road, 2nd Floor, Bombay 400 018. 
9 . Nat ional Cooperative Housing Federa t ion L t d . 34, South 
Pate l Nagar, New Delhi 110 008. 
10. All Ind ia Handloom Fabr i c s Cooperative Marketing 
Society i^td. 56-58, n i t a l v-harobers, 5th i ' loor, Box 
No. 1121, Nariman Point , Bombay 400 0 21 , 
11. Nat ional Cooperat ive Dairy Federat ion of Ind ia Ltd . 
IDH House Sector , IB, R,K. Puran, New Delhi 110 022. 
12. Indian Farmers F e r t i l i s e r s Cooperat ive Ltd . 
24 Nehru Place, New Delhi 110 019. 
13. National Federa t ion of Labour Cooperat ives Ltd . 
J an t a r Mantar Road, New Delhi 110 001 . 
14. Krishak Bhar t i Cooperat ive Ltd . 49-50 Red Rose 
Building, New Delhi 110 019. 
Source: SaiTJiuddin & Rehman, M "Cooperative Sector in Ind i a " , 
S. Chand & Co. L t d . , New Delhi 1983. 
Air'PLNDIX 'G ' 
PLACES AHD GRADING CAPACITY OF GRADING & PACKING HOUSES 
S.No. P l a c e s C a p a c i t y (Tonnes) 
1,000 
1,000 
1,000 
6 ,000 
6 ,000 
6 ,000 
6 ,000 
6 ,000 
1,000 
6,000 
1,000 
6 ,000 
6 ,000 
1,000 
1,000 
1,000 
6 ,000 
1. 
2 . 
3 . 
4 . 
5 . 
6 . 
7 . 
8. 
9 . 
10. 
1 1 . 
12. 
13 . 
14. 
15. 
16. 
17. 
.i^kroo 
Kh anmcxjh 
Beerwah 
P a t t an 
Sumbal 
J>Dabgah (Sopore) 
HancSware (Ba lako te ) 
Ra jpora (Pulwama) 
Beharrapora 
Oiakhajan (Kulgam) 
(3iowoclari Gund 
Boomi 
K a n i s p o r a 
R a i n b e r p o r a 
Rohanar (Na rdhe l l ) 
'3ioodra 
Se r igu fwara 
Source : Janmu and Kashmir H o r t i c u l t u r e Produce 
Marke t ing and P r o c e s s i n g C o r p o r a t i o n , 
1983. 
APPENDIX 'H 
COMMERCIAL APPLE VARIETIES GROWN IN JAt'^ U AND KASHMIR 
AND THEIR RESPECTIVE ENGLISH NAME 
S.No. Kashmiri Name English Name 
1. 
2 . 
3 . 
4 . 
5 . 
6 . 
7 . 
8. 
9 . 
10. 
1 1 . 
12. 
13 . 
14. 
15 . 
16. 
D e l i c i o u s 
Su i r i i aharanpur i 
K e s r i 
H a z s a t b a l i 
echini c ide r 
Khurn 
Lai c i d e r 
B i b i seb 
i ^ e r i c a n T r e l 
Razakwari 
^tobru 
Lai i ' r a s h i 
Kraimzam 
C3iaraure 
vi an than 
Maharaj 
Red delicious 
Irrish Peach 
Coxi orange pipin 
Benoni 
De Gransuller 
Yellow Newton 
Freguinde charters 
Jueen apple 
American Apirange 
Ambri 
Baldwin 
Rome Beauty 
Jonathan 
White Dotted Red 
Source: Compiled by the scholar from the discussion 
with President, Fruit Grower Association, 
Srinagar (Kashmir) . 
APPENDIX ' I ' 
PERCENTAGE OF APPLE ORCHARD STATUS IN KASHMIR DIVISION 
;DURING 1977-78 AND 1978-79 
( P e r c e n t a g e of t o t a l a rea ) 
S.No. 
1. 
2. 
3 . 
4 . 
R a t i n g 
Excellent 
Good 
Satisfactory 
Poor 
1977-78 
1.75 
31.58 
56.17 
10.50 
1978-79 
1.8 
31.6 
56 .1 
10.5 
Total 100.00 100.00 
Source: Survey repor t on p r e f a l l r a t e and average y i e l d 
e s t ima tes of apple t r e e s in Kashmir d i v i s i o n . 
D i r ec to ra t e of H o r t i c u l t u r e ( S t a t i s t i c a l Wing), 
Government of J & K, Sr inagar , 
APPENDIX ' J 
VARIETY-WISE AVERPiGE YIELD OF APPLE PER TREE IN KASHMIR 
S.No. 
1. 
2. 
3 . 
4 . 
5 . 
6 . 
7 . 
DIVISION DURING 1977-
V a r i e t y 
White Dot ted Red 
Cox ' s Orange P i p i n 
Arabri 
Red D e l i c i o u s 
American ^ i r o n g e 
Benoni 
O the r s 
All t h e v a r i e t i e s 
-78 AND 1978-79 
(81 
Average 
1977-78 
5 9 . 7 3 
5 2 . 5 3 
4 6 . 8 6 
37 ,43 
3 5 . 9 1 
14.26 
3 4 . 7 1 
4 4 . 7 9 
in 
Y^  
kgs) 
Leld 
1978-79 
6 8 . 1 1 
37 .42 
54.19 
33.57 
48 .05 
17.86 
29.44 
4 5 . 4 5 
Source : Survey r e p o r t on p r e f a l l r a t e and ave rage y i e l d 
e s t i m a t e s of a p p l e t r e e s i n Kashmir d i v i s i o n , 
D i r e c t o r a t e of H o r t i c u l t u r e ( S t a t i s t i c a l Wing), 
Government of J & K, S r i n a g a r . 
APPENDIX 'K 
EXPORT OF FRESH FRUITS UUTSIDE THE STATE OF JAMMU & KASHMIR 
Year 
1971-72 
1972-73 
1973-74 
1974-75 
1975-76 
1976-77 
1977-78 
197b-79 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
Apple 
92 ,803 
l,r 4 1, 5 10 
1.52, 136 
1,33,556 
2 ,44 ,095 
2, 18,079 
2„44,413 
3, 15,96d 
3 ,75 ,449 
3 ,44 ,036 
3, 0 1 , 840 
4 ,33 ,630 
4 ,4 7,070 
5 ,32 ,466 
5 ,07 ,810 
3, 20,297 
Pear 
2 ,088 
89 2 
2,443 
5 ,358 
668 
9 ,936 
603 
3,380 
2, 241 
1,565 
4 ,689 
2,044 
3, 141 
3,680 
5,447 
384 
Cher ry 
-
-
-
357 
305 
498 
829 
526 
372 
540 
738 
869 
4 24 
398 
1, 141 
404 
Othe r 
F r e s h 
4 , 9 3 2 
3 ,553 
5 ,280 
3,806 
7 ,937 
3 ,139 
5 ,910 
4 , 0 5 5 
4 , 146 
4 , 3 2 2 
10,094 
1,984 
4 , 9 2 8 
5 , 9 3 1 
4 , 147 
1 0 , 5 9 1 
T o t a l 
F re sh 
99 ,823 
1 ,45,955 
1,59,859 
1,43,077 
2 ,53 ,005 
2 , 3 1 , 6 5 2 
2 , 5 1 , 7 5 5 
3 ,23 ,929 
3 , 8 2 , 2 0 8 
3 , 5 0 , 4 6 3 
3, 17 ,361 
4 , 3 8 , 5 1 7 
4 , 5 5 , 5 6 3 
5 , 4 2 , 4 7 5 
5, 18,545 
3 ,31 ,676 
Source : D i r e c t o r a t e of H o r t i c u l t u r e (P & M), Government of 
J & K, Old S e c r e t a r i a t , S r i n a g a r (Kashmir) , 
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